April 1960 








VA 
- 
— 
Cp 
A 
2 
as 
< 
= 
oS 
= 
oS 
N 
aa 
< 
a 
S 
2) 
=l 





TO HELP 

ZS 3; «= CATCH THE 
e=_> / APRIL SHOWERS! 

CSp°” ) 


ee 
*ecarenange 
1 


CSP (Creative Sales Power) gives you an umbrella of water-tight merchandising plans including: 
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WHERE 
TO LOOK 
FOR PROSPECTS 


, 


f 


/ 


ole 


Gift relish spoons Chest display stand Tips on where fo find customers & selling tips 


This dynamic package is yours free in various combinations according to your 
needs and participation in CSP. So be prepared for April Showers. Get the details 
from your Approved Wholesale Distributor and sign up. 


1847 ROGERS BROS. 





there’s a difference 


in diamonds 


AND 


Model wearing 12 ct. 
diamond ring 
with 2 pear-shape 
diamonds and 60 ct. 
diamond necklace 
Available on memo. 


The man may pay for her diamonds, 
but she s the one who makes 
the selection. What's more she 
knows there is a difference in 
diamond quality and a difference 
in diamond value. To make rhe 
sale you need a complete selection 
All top values in whatever 
quality, shape or size diamond 
she desires 
These selections are available 
on memo from William Levine 
to make your store the diamond 


center of your community. 


Importers and Cutters of Fine Diamonds 


29 E. Madison St., Chicago 2, Illinois ... Phone CEntral 6-3700 
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The multifarious problem of salary is 
discussed in this month's cover story— 
"Which Pay Plan Works Best for Jewelry 
Salespeople?" on page 60. Based on 


checks with retailers throughout the coun- 


VR-KEYS EON] 


try, the article will be invaluable to any 
jeweler who has wondered how he should 
set an employee's salary. The survey of 
watchband sales continues on page 66. 
And on page 82 you'll find an up-to-date 
analysis of the rapidly expanding field of 
teen-age credit. Author William Wagner 
s Credit Consultant for JC-K. 
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Which Pay Plan Works Best for Jewelry Salespeople? 60 
Choosing Watchbands 66 
Do-It-Yourself Diamond Show 70 


Briefly—Late and Important 116 
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Try Satire Against Bargain Diamonds. by William Scheibel 73 
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Wall Displays Can Triple Clock Sales, hy Robert Latime 


Staging a Table Setting Contest LOS 


TABLE ACCESSORIES 
Table Top Fashions 1O5 
Convenience Should Rank High in Any Merchanding Program. 


by Madeline Love 
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X-Ray for Pearls, by Dr. Frederick H. Pough 74 
The “Gem” Factory on Route 128, by Dr. Frederick H. Pouch 


\ New Concept in Watch Trains. by Henry B. Fried 152 
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THE ONLY ULTRA-THIN AUTOMATIC IN THE WORLD nohon enn 
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Water-resistant 


THE ONLY ULTRA.- 
THIN DRESS WATCH 
FOR LADIES 

48 diamonds in 18 
Kt. white or yellow 
gold « from $1200 
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century as “THE WATCH FOR THE INTERNA- 
TIONAL ELITE.” 


77 ; ; ; 
» ; 
fj} j ‘i¢ 


PIAGET WATCH CORP..610 Fifth Avenue. New Yorke JUdson 6-6569 
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or Piaget National Ad 


Town and Country, The New Yorker and Social Spectator 
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Trifari 


He's ad salesman. And more, zvA Mlali with pride and skill. 
He takes it as a personal challenge to see how big a share 
he can help vou get from the enormous volume and turn 
over fashion jewelry is enjoying today. He knows from 
experience that Trifari's fashion leadership in quality 
costume jewelry will help vou reach this goal more easily 

quickly and. profitably. 

He’s a fashion merchandising man. Been servicing many 
stores like yours. He chances no guesswork when he 

vou install and control vour basic stock. (‘Trifart makes 1 
easier With pre-ticketing.) He knows what sell 

won t oversell ' 

He’s promotion-minded. Knows how important Trifaris 
national advertising is in attracting more fashion con 

scious customers to your store. And he shows you how to 
take advantage and benefit from Trifari’s ads in LIFE, 
THE NEW YORKER. VOGUE, HARPER'S BAZAAR. 
GLAMOUR and MADEMOISELLE! 


Remember, vou can always rely on the man from Trifart! 
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another big advantage you get with K&B... 


INFINITE VARIETY OF FASHIONABLE 
DESIGNS! 


oon? these 12 findings can 


Shank No. 47134 


produce 36 ring styles! 


our hundreds of 


Shank No 


findings will produce 


ae f= ‘thousands of styles! 


No. 185/4708 
wc? We offer manufacturers, jobbers, 
wholesalers of diamond rings the easiest, 
most economical means of producing a 


larger, more beautiful line of rings. 


Remount business, too, can be handled 
with a minimum of stock of findings 
Me because of the great variety of styles 
Wied, Sing Ste. SSENe possible with few components. 


And remember. Quality is basic with 

K & B products. Our tradition of striving 
for perfection in every detail is our 
constant guide. A “Perfect Finding” 
makes a finer ring. 


Shenk No. 47067 


Mr. Jeweler... 


A ae 
eZ ee Mountings are a key motivating factor in 
) oe your diamond selling. A fine diamond 
deserves a K & B mounting. 
All others need them. 


Eno. Rin 
No. 162 947089 
Wed Ring No. 48 47089 


pO YOU HAVE OUR 
NEWEST CATALOGUE? 
_ If you are a manufacturer, jobber, 


wholesaler or trade repairer of 


"Saenger ede Aga é CS) 136 W.52nd ST., NEW YORK 19, N. 
. line on your business stationery. < ES OFFICES IN CHICAGO AND LOS ANGELES Qo 


STONE RING DIVISION: FALCON STONE RING MANUFACTURING CO. 


Setting No. 162 Shonk No. 47089 





NEW 
BEAUTIFUL 
FLOATING 


CONTACT 
YOUR 
WHOLESALER 


1311 LOMBARD STREET 
PHILADELPHIA 47, PA. 


Gold filled and Sterling Silver. Available in pendants, earrings, and pins. 





WHEN you have a store or stock to sell... 
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the oldest (established in 1903) 
and largest (built and growing on a reputation of integrity) 


cash buyers of jewelry stores and stocks 


write for the new booklet: "DOLLARS AND SENSE FACTS". . . 
38 Bromfield Street, Boston, Massachusetts. Telephone HAncock 6-3233 
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THE PHENOMENAL NEW 
GUARANTEED-TO-SUCCEED 


STERLING SILVER PATTERN 
WALLACE DEBUTANTE 





DEBUTANTE was actually designed by your customers! 
DEBUTANTE is backed by the most forceful, far-reaching 
advertising campaign in the history of Wallace Sterling! 
DEBUTANTE is bolstered by a provocative new promotion! 
DEBUTANTE boasts a full new markup and full profit deal! 
Ask your Wallace salesman to show you new “guaranteed-to- 
succeed’ Debutante, available to the women of America April 17. 


WALLACE |w!} STERLING 


at Wallingford, Conn. since 1835 
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through year-round sales 


Diamond watch display 
atches the customer's eye, 


makes the most of your space 
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neans tne most on diamona watcnes 


The diamond wate h. once associ ited es- 
pecially with Christmas giving, has moved 
strongly into the Spring and year-round 
oift markets. For two years now, spee lal 


Hamilton promotions have proven this tact. 


\gain this year Hamilton is going all out 
to promote the diamond watch as the year- 
round gift watch: with color advertisements 
in Reader’ s Digest. The Veu Yorker and 
Ebony; with attractive displays. newspape) 
mats, envelope enclosures, counter and win- 
dow cards and dealer radio and television 
material: in short. with everything that adds 


up to greater sales and full profit now and 


throughout the year. 


And. backing every sale is Hamilton's 
unique registered guarantee and seal to as- 
sure your customers of genuine Hamilton 


watch and diamond quality. 


Your Hamilton representative will give you 
complete details. Call him today. Or write: 
Sales Promotion Department. Hamilton 


Watch Company. Lancaster. Pennsylvania. 
pan’ 
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Easy Sales... 


our WIDE WEDDING RING promotion 


@ 12 best selling styles combined into one sensational 
promotion unit that will give you the fastest turnover of 
any rings in your store! 





@ Hand-carved, faceted yellow and white 14K gold 
two-tone combinations. 













@ FREE This eye-arresting 3-dimensional pink 
and grey velvet covered window displayer. 


@ FREE Established factory resale 
price tags that guarantee a high, 
healthy mark-up. 


@ And remember — Polishook 

service is always depend- 
able . . . 24 hour delivery 
on “‘specials.”’ 


: —™ 
See this and hundreds of othe profitable 


: oft with the 
15 k promotions. pro} 
Polishoo p? 


POLISHOOK LINES: 


nationally-known dian 


Sé ll and ‘ 
“LLOYDS OF NEW YORK’”’ and “FIDELITY” --- Display only available 
stone rings, with 12 styles illustrated. 


nt rings, wedding rings 
rond engagement rings, Weer 2 weir = 
93 
“EVERYTHING IN RINGS 


fraternal rings, even baby rings — 


K. POLISHOOK & SON, Corp. 


216 East 45th Street, New York 17, MUrray Hill 7-1664 


Manufacturers of “Everything in Rings” Since 1898 


There is a Polishook Salesman 
in your territory... 
Write today and we'll send him 


Featuring the Trade Names “Lloyds of New York” and “Fidelity” 
CHICAGO OFFICE: Heyworth Building, 29 E. Madison St. 


PHILADELPHIA OFFICE: Jefferson Building, 1015 Chestnut St. 


to see you. 





One of the Hours from 
“Primavera” by 
Sandro Botticelli 
painted about 1478 


‘ # Kegency Creations, Ine. 45 WesT 46TH STREET NEW YORK 36, N. Ys 
Cireacre 7-6311*6312 
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Check vour Gibson stock and mail your 


order now. 


niversary, guest, gift, shower, testimonial, 


Every year...3 million newlyweds 


These are your customers 
SELL THEM : 


GIBSON WEDDING BOOKS s 


Don’t forget ... profit up to 100° is yours when you sell a 
Gibson Wedding Book. They’re the 
best known... best looking... best selling 
books in the world! And Gibson has 
a complete line, too.* Display them, 


suggest them to vour customers... you'll sell them! 














al d 
( ibson Memory Rooks: baby. wedding. Aan- d Ss74A AND COMPANY 








school memory, teenage, graduation, diaries, Publishers of memory books since 1872 


photograph albums, family records, scrap- s 
. NORWALK, CONNECTICUT 


Write for product bulletin or catalog, 








N. y. Show) OO: DDS Fifth A veniz7e 


The most complete line of Memory Books in the world. 
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QUALITY 
SPRING 
HINGES 
BY 
BALLOU 


Ballou top-quality spring hinges 
are precision-made and strongly 


riveted for long, trouble-free use. 
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_# a Se ae So perhaps we can help solve them 


for you. 
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You can count on quality when 
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you specify Ballou Hinges. 
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No. 497-T 
ACTUAL SIZE 
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FINDINGS 


SOLD TO THE MANUFACTURER 


B. A. BALLOU & CO. iNC. 61 Peck Street Providence 2, R. ! 





only Wyler Incaflex gives you 


UNCOMPROMISING QUALITY 
WITH EXCLUSIVE FEATURES 


that you can see, show and sell! 


Wyler’s exclusive quality features including the incaflex balance wheel and one piece waterproof 
case are easily understood by your customers. These unique features set apart convincingly the 
Wyler watch sales story from all other branded lines. 


rer, 
DB 


RENEWABLE LIFETIME _ fa 
WATERPROOF’ GUARANTEE 9: le 


ORDINARY 
A. Wyler crystal is fitted over 


Wyler’s Unique Waterproof Case Design Prevents Crystal Shrinkage ; ; 
A. Plastic crystal is compressed metal wall of the case. Crystal 


So outstanding is its exclusive case that Wyler Incaflex carries and set into case. Crystal shrink- : ; ; 
a waterproof and condensation proof guarantee for the life of age reduces compression in very ree ePgont> plight 
short time—allowing dangerous g , g 


the watch, provided it is returned every two years for check- : longer lasting waterproof protec- 
p ; y y leakage. B. Screw back vulner tion. B. One piece back has no open- 


ing. We know of no other watch that offers this protection.T able to leakage. Sen” Rennie tien Meena, 


Sig 
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Exclusive Incaflex Balance Wheel - Lifetime Guarantee Against Damage** 


Leading the industry in the development of modern shock protected watches, Wyler’s famous 
Incaflex balance wheel has spiral spokes that absorb shock from every direction. At the same 
time their rigid Bombé jewels retain oil better, longer and assure closest accuracy even in smallest 


calibres. Incaflex leads the field and can lead your sales too! 
*providing crystal is intact and genuine Wyler parts are used **replaced without charge if ever broken t2 year re-waterproofing $1.50 


SOLD THROUGH JEWELERS—AND ONLY THROUGH JEWELERS 


WYLER WATCH CORPORATION, 131 EAST 23rd STREET, NEW YORK 10, N. Y. 








Advertising is@ 


S. KIND & SONS 


Invites 


“LINDE: STARS* 
to Philadelphia 


Week-long promotion stirs interest in the stars, 
builds sales, leads to radio, television and 


press coverage for leading Philadelphia jeweler 








S. Kind & Sons devoted major window display on Chestnut Street 
to ‘Linde’ Stars $75,000 collection of one-of-a-kind designs in jew- 


elry for men and women. A major traffic attraction was the famed 
“ Coronation Necklace. 


Interior show case highlighted a cultured pearl choker with a 
‘Linde’ Star. Also featured was a wide assortment of ‘Linde’ Star 
set yewelry within popular price levels. Merchandise ranged from 
cuff links to diamond-studded brooches. 
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Mrs. Ruth Greene appeared in Kind’s for the first two days of the 
promotion. Pictured here with Mr. Kind and his son, Peter, Mrs. 
Greene greeted customers, explained the Stars, acted as ‘Linde’ 
Star hostess for S. Kind & Sons. 





ay (tion @ 


— . 


Pi 
Mrs. Greene appeared as guest on The Deborah Adams Show on 
Station WFIL-TV, a leading program in the metropolitan Phila- 
delphia area. Featured on program were the famed ‘Linde’ Star 
Coronation Necklace, other one-of-a-kind designs. 





~ 
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Mrs. Greene, Retail Store Consultant for ‘Linde’, told and sold 
the story of the Stars to many of Kind’s customers, introduced 
Philadelphia to the intriguing background story of these beautiful 
blue and red Stars. 








Special advertising, prepared from ‘Linde’ Star free mat service, 
as well as in-store counter display cards called Philadelphia's at- 
tention to the Stars. The coordinated ‘Linde’ Star promotion pro- 
duced an increase in store trafhc and sales. 
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Close-up view of Kind’s window display shows use of ‘Linde’ Star 
free display material and featured merchandise. Bridal figure sug- 
gested ‘Linde’ Stars as gift for the bride from the groom .. . smaller 
pieces for bridesmaids and ushers gifts. 





Full color advertising in THE NEW YORKER, SATURDAY 
EVENING. POST, ESQUIRE and MADEMOISELLE support 
your own sales efforts! On-the-spot sales assists from ‘Linde’ Stars 
yours for the asking. 


‘Linde’ is a registered trade mark of UCC. %S* 


Advertising 
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AS SALES SPIRAL 
HIGHER THAN EVER! 


| 











Tie-In-Cash-In On America’s Fastest Moving Line 
That Will Go Like Sixty in ‘60... Write, Wire or 
Phone To Get The Low-Down on the NEW LOWER 
THAN EVER PRICES! 


nel pe ~ j oe oO = 276 PARK AVE. SOUTH, NEW YORK 10, N.Y. © GRamercy 7-7500 
, 215 West Sth St., Los Angeles, Calif. 
i rn Cc . SALES OFFICES: 216 W. Jackson Bivd., Chicago, Illinois 


International Offices: London . Biel-Bienne . Hongkong Tokyo . Manila ° Bangkok Kuala 
Lumpur . lateluleltige . Montreal . Rio de Janeiro . Osako Singapore Diakarta . Penang Ipoh 
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NOW—A BIG LIFT IN 
SALES FOR YOU WITH 


an 


mae AND EXCLUSIVE 


VOI HBaVan 


REAL, FIERY, IRIDESCENT, FLOATING RHINESTONES — 
SPARKLE LIKE A DIAMOND!...GLOW LIKE A MOONSTONE! 


gascimarina NEW 
ay ELRY CREATION! — 
oe el 


POM 


Haaygn? 





Never before the dramatic, blended effect of two precious stone simulations 


Large Drap 
$5.00 Keystone 
Retail $5.00 
*Sterling Silver or 
12Kt. Gold Filled 


{both shown 


actuai size} 


*Mounting and Neckchain 


Assortment =76S126 (Ali Sterling Siiver) 
Assortment =76F126 (All 12Kt. Gold Filled) 
Assortment consists of 4 small and 2 

large “Drops from Heaven”, with neck 
chains — Price $25.50 Keystone 


‘“‘Drops from Heaven” give you added 
opportunities to cash in on fabulous con- 
Sumer demand for ‘‘something new in 
drops.” Now, Forstner puts the fashion spot- 
light on these fascinating, popular-priced 
“Drops from Heaven’—so amazingly beau- 
tiful that one look will switch window 
shoppers’ interest into quick, profitable 
Sales. 

Made in the traditional Forstner quality 
manner—supplied on the richly conceived 
display shown above, with fine gift boxes 
included. 


FREE with order for assortment—an attrac- 
tive 3 color adhesive window streamer and 
newspaper mat. 


Order now! ... Contact your 
authorized Forstner Distributor 





Jovslaet, 


FORSTNER, Inc., irvington 11, New Jersey 
Showrooms: 

320 Fifth Avenue, New York 1, New York 

29 East Madison Street, Chicago 2, Illinois 

Forstner, (Canada) Ltd., Sherbrooke, Quebec 





MARKETING ASSISTANCE PROGRAM 





NOW AVAILABLE... 
MARKETING ASSISTANCE PROGRAM 


Offering manufacturers counsel in marketing 
has long been a Chilton practice. But count on 
Chilton to move ahead with the times. Today 
Chilton’s intensified activity in market research 
is a development that can help you get more 
out of your sales and advertising dollars. The 
stepped-up facilities—organized in depth and 
breadth—are identified as M-A-P, an efficient, 
penetrating Marketing Assistance Program. 


lf you are a manufacturer searching for new 
talents and tools in your marketing operations, 
Chilton can put a wealth of manpower and a 
multiplicity of facilities to work for you. All 
Chilton publications have marketing data repre- 
senting years of selling experience and research 
in their respective fields. And Chilton’s fully 
Staffed Research Department is equipped to 
help you develop additional data to give even 
better direction to your marketing plans. 


Chilton’s standards of editorial excellence and 
quality-controlled circulation in 1/7 business 
publications are now linked with stronger and 
more complete marketing information for ad- 
vertisers. Chilton representatives will be glad 


to give you more details. 


COMPANY 
Chestnut and 56th Streets 
Philadelphia 39, Pennsylvania 


Publisher of: Department Store Economist - The lron Age « Hardware Age e The Spectator - Automotive Industries e Boot and Shoe Recorder e Gas 
Commercial Car Journal « Butane-Propane News e« Electronic Industries «+ Aijrcraft & Missiles + Optical Journal & Review of Optometry + Motor Age 
Hardware World «+ Jewelers’ Circular-Keystone + Distribution Age + Product Design & Development + Business, Technical and Educational Books 





Wear these W atches all summer 
without CO st! 





THEY DON’T COST A PENNY 
IF YOU’RE NOT 100% PLEASED! 


Prove to yourself that a CROTON WATERPROOF” is 
the watch for you: Especially wonderful at this time 
of year, when you re ali set for outdoor fun. Come in 
_choose from 4 large selection. Guaranteed water- 
proof” with unbreakable mainspring and balance 
staff. Wear it all symmer long -- swim, live, play 
with full confidence. After a summer of accurate 
timekeeping, bring it back if not entirely satisfied— 
nothing could be fairer. Hurry to your favorite jeweler 
(see list at left.) agen cam cep, rc <a SD ae 


SPORTSMAN 
for him 
SpORTSLADY 
for her 


Fine Watches Since 1878 


CROTON Watch Co., Inc. “4 Park Avenue South, New York 16 











s— AND WE GUARANTEE \ 
YOU AGAINST RISK! 





If any of these CROTON Waterproof Watches purchased during 
the special promotion is returned to you at the end of summer, 
we guarantee you full refund of original wholesale cost. 


SPORTSMAN and SPORTSLADY — 17 jewels, waterproof*, chrome VINDICATOR and FUTURA — 17 jewels, waterproof*, all stainless 
ae top, stainless steel back, shock resistant, sweep second steel, shock-resistant, sweep second hand, unbreakable balance 
and, unbreakable balance staff — mainspring. $24.95 staff — mainspring. $39.95  *Providing case unopened. crystal and crown intact. 


CROTON Watch Co., Inc. 
404 Park Avenue South, New York 16, N. Y. 
Please ship as follows: 

Quantity Style Resale Keystone 


SPORTSMAN 
with strap $24.95 $26.80 
with bracelet 29.95 28.80 
SPORTSLADY 
with strap 24.95 27.80 


To meet demand, these watches will be flown regularly ; 
from Switzerland by KLM Royal Dutch Airlines. * , with bracelet 33.50 29.80 
VINDICATOR 


seca with strap 39.95 33.80 
: esieete with bracelet 49.95 35.80 
FUTURA 
e pi tenia with strap 39.95 33.80 


with bracelet 49.35 37.20 











[] Include newspaper mats and display material 


FINE WATCHES SINCE 1/878 b i cea 


Store Name 


404 Park Avenue South New York 16, New York Address 


City Zone State 

















If you are a regular customer, or a new customer rated Ist or 2nd, 
| we will ship open account, net 30 days. If not, send check with order. 








Use this 
luxurious 
display as a 
magnet 
to make quality 
watch sales 

... Stack up 
quality watch 
profits! 


> 


rrr t 4 






ee a ne 





Jewelers themselves have By now you've received your comparison watch dis- 
play kit. You’ll find the display is all assembled; you 


proved that when customers just add the watches. It’s a dynamic selling tool, it’s 

: vour chance to tie in with the largest national advertis- 
| r n | ; Sra : - 

discover the importa t inside ing campaign in Quality Watch history. By now, actual 

difference they buy the jeweler experience has shown that your strongest argu- 

; ment is in the direct comparison of a quality watch 

quality watch movement and a cheap watch movement. When cus- 


tomers look and compare, they sell themselves. 
That’s not all! Every single piece in your kit has 
been designed and pre-tested to help you sell quality 





How to use your 
display kit 


Compare The Inside Difference 
Display 


It’s good looking... It speaks for itself! 
Keep it on your busiest counter—in your 
most looked-at window. Every time you 
put a watch on the counter, even for 
repairs—remember this important sales 
argument. Use it often. 


Quality Watch Booklets 


Keep them out on the counter! These 
easy-to-read booklets are full of 
important facts. Remind your sales staff 
to hand them out... encourage 


customers to pick them up. 


Quality Watch Headquarters 
Easel Card 


Identify yourself! Use this counter 

or window card to remind customers, 
shoppers and passersby that there’s just 
one place to buy a watch. Your store! 


Compare The Inside Difference 
Newspaper Mat Ads 


In 75, 250, 400 and 500-lines, these hard- 
working ads encourage people to come to 
your store to buy a watch... to compare 


the inside difference. Run them often! 


“If you haven’t received your Compare The In 
side Difference Display Kit, write to: The 
Watchmakers of Switzerland, c/o Suite 1105, 
730 Fifth Avenue, New York 19, N. Y. Your kit 


will be rushed to you immediately. FREE! 


watches. Use all the material. Keep it working for you 
every day. Coordinate your sales efforts locally. 
Your display will be getting national exposure too he 
. With these famous helpers. Dave Garroway will be iA 
showing it on network television ... you'll be hearing Se 
about it on network radio... and in leading magazines 
you'll see full page ads! More too! Forceful national The Watchmakers of Switzerland 
publicity in newspapers, magazines and all broadcast 
media. 
So join in! Step up to bigger quality watch profits 
Use this display! 








WATCH 
SALES 


DON’T PASS UP THE 
PROFITS IN CROTON 


TECHNICAL 
WATCHES 


1. = Youcan sell them in volume to one industrial user a 
quickly as you sell one dress watch. (Volume profits 
without credit problems!) 

CROTON doesn't compete with you, we help you. 
We supply mailers for you to send to local industrial 
plants, schools, hospitals, etc. Plus a complete catalog 
of all CROTON Technical Watches and a tested 


Promotional plan. 





(regular and technical), you simplify inventory and 
bookkeeping problems. 


By dealing with one source for all your watch lines 


} si ‘ —— : 

To start, order one #98 Decimal Timer as a sample. 
Then use our catalog as a complete 

sample line to go after volume business! 





*98—DECIMAL TIMER 
FOR INDUSTRIAL USE 


, “7 | 
7 Jewels. Chrome plated 
case. Measures the minute 
in portions of 100 units. 
()ne ,¢e0n Aw sae lea 
perated | y 1c Si, 
and crown. Registers 2 


minutes. 


SELLS FOR $27.50 
YOUR COST $14.40 


TECHNICAL WATCHES by 


FINE WATCHES SINCE /878 


—————————————~—-——-—-—-—-—- 


CROTON Watch Co., Inc. 


404 Park Avenue South, New York 16, N. Y. 





Piease ship as follows: 


Quantity Style Your Cost 


#98 DECIMAL TIMER $14.40 ea. 





Name 








Address 











City 
If you are 


| 

Store Name 
| 

| 

| 

| 

5 


28 














They’re New... 


Birthstone rings in 10K yellow gold come 
in styles for both men and women, are timed 
for graduation gift-giving. Men’s, $29 Key- 
stone; women’s, $20 Keystone. From Church 
& Co., 2 Garden St., Newark, N. J. 


Each bead of this rosary is fashioned into a 
cross. Crucifix and centerpiece have baked 
enamel finish on sterling silver. Available in 
black, white or blue. Comes in carrying case. 
$17 Keystone. From Stanley Rock & Son, Inc., 
22 W. Madison St., Chicago. 


“Falcon” men’s watchband features rectan- 
gles ending in rough textured arrow points. 
Available in yellow or white. $12.95 FTI. 
From Flex-Let, 580 Fifth Ave., New York. 





“Sales grow 
where quality 
glows’ 


THE GEMEX CROSS DISPLAY 


Assortment No. A-124 includes twelve gold-filled 
crosses and chains, each with a beautiful 
cross-shaped gift box. The gift boxes stand on 
red bases and the stained-glass window is in 
blue and red. The gold-colored arch is decorated 
with small white flowers. Three crosses on 
display, nine for your reserve stock. 
Magnificent display is FREE! 
Jeweler’s Cost $37.35 Consumer Value $74.70 


(Fed. Tax Not Ifnc.) 


These crosses in their magnificent Dual-Purpose 
packaging are established best sellers. Now 
they're available in new designs, including the 
cultured pearl cross and the cross-lockets. 
Each exquisite gold-filled cross is uniquely ‘ 





packaged in a plastic cross-shaped gift box. 
The crosses glow with Gemex quality — the 
Dual-Purpose package is a triumph of 

Gemex ingenuity. 


(remex (rold-Filled Crosses 


in the sales-making, history-making 


DUAL Cross-shaped gift box " i 
makes cherished addition 
Gemex-quality gold-filled 
PACKAGE pes 


e to the home. 


ORDER FROM YOUR WHOLESALER TODAY 


the (= = \/| EX corporation 


UNION, NEW JERSEY 





WIN A TWO-WEEK LARK 
AND BE A STAR! 


REED & BARTONS 


“2-WEEK-WINDOW” CONTEST 


introducing the 2 new sterling patterns fhe Lark and the Star 


prizes 


| f GRAND PRIZE—Two-Week Spree up to $500! 
| S | Spend it wherever and on whatever you want! 


-) | GRAND PRIZE—Two Weeks’ Salary. Well match your salary twice 
Zn 


if yours is the second best window. 
3 , GRAND PRIZE—Two Weeks ‘‘Dinner-for-Two” up to $140. 
I ( _ Dine out every night on Reed & barton—up to $10 an evening. 


PLUS 12 Delightful Group Awards by Size of City or Town 


Group Prizes include: 
Two Weeks of Music — Fourteen LP records worth $60. 
Two Weeks of Reading — Seven best sellers worth $35. 


Two Weeks of Movies—28 movie tickets at the theater and time of your choice (or $25 cash) 


PLUS 40 Honorable Mention Awards: 40 Elizabeth Arden Travel Kits for men or women. 


Send for entry blank TODAY! Write to Reed & Barton, Taunton, Massachusetts. Attention: Sales Promotion Dept. 


30 
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| They’re New... 


admeo 


Comeback 


“Americana No. 1” mantel, desk or table 
clock features a gold-colored eagle with 16- 
inch wingspread. Cases are finished in honey- 
colored pine, black or white. Clock has eight- 
day spring wind movement. Suggested retail, 
$37.50. From New England Clock Co., Farm- 


ineton, Conn. 


4977 — The Earrings 


Oot 


Cultured pearl cross comes in yellow g 
filled setting with a gold filled chain. $15 
tail. From Gemex Corp., 1200 Commerce Ave., 


New treatment of a favorite old 
theme—a beautiful 14K black and _ 
white cameo brooch with matching Union, N. J. 
earrings, set with cultured pearls. 

The cleverly designed contrast 

of black, white and gold will make 


this striking set a favorite with 


your fashion-minded customers. 


CHURCH & COMPANY 


Manufacturing Jewelers 
2 Garden Street, Newark 5, N. J. 


Permanent metal photos on cuff links are 
available in 14K gold, gold filled and sterling 
silver. Matching accessories are also available. 
$34 Keystone in gold filled. From Charm 
Photo Art Co., 29 E. Madison, Chicago. 


Trade mark registered 
m u 5. & Coanado 





PRICES 
PLUS 
FED. 
TAX 


17-JEWEL SPORTSMAN 193: 
and STARLIT! u 


bad 


WEN Wipe | 


will be + 


elling the 


tory to Sportsman. 


yOur CUStomers 
es. 

CH FINE 

HES ar 


1995 


EW Ra 
— 17. NEVER SU 
z “ln =e WATO 
fi “HAY 

© GUN— wir, TRAVEL 





5902-YSC, CSC Yellow or chrome top, SS back 
6900-CHS Chrome top, SS back, waterproof’ 
5903-YSC, CSC Yellow or chrome top, SS back 
6921-SZS SS case, waterproof’ 

5200-YSC, CSC 10kt RGP or chrome top, SS back 
6923-YSS Yellow top, SS back 

5202-YSC, CSC Yellow or chrome top, SS back 
5205-YSB Yellow top, SS back, rhinestone set cover 


5204-YCC, CCC Yellow or chrome top. SS back 
17 WORKING JEWELS ® UNBREAKABLE MAINSPRING ) 6922-YSB Yellow top, SS back, waterproof* 
) 5901-CSS Chrome top, SS back, waterproof* 
FAMOUS ELGIN NAME @ SMARTLY STYLED SASSER, WA eh BOP tap $e 
N - 55 case, waterproo! 
N) 5207-YSB Yellow top, SS back 
SHOCK-RESISTANT ® LUMINOUS DIAL MODELS | 5206-YSB Yellow top, $$ back 
) 6200-YSN Yellow case and money clip 
*When case, crown and crystal are intact. PRICES PLUS FED. TAX 6201-YSN Watch and locket cuff links in yellow 


rOnarmMoUANw> 


—— ee 


68M360L PRINTED IN U.S.A 











SERIES 


gaa aoe ll hd ¥ 


4 4253-YLS 19 
pe iewels Shiecakad “Ohne 
' “ ’ teed fe agen Dura 
| fi a , fala , Okt rolled gold 
“ge — 2 p late top stainless steel 
" +, Bi Lite ¥ i back one- ece wate! 
zs ¥ te - J. a 
bd! TAD en 
, Ah LET lee, 5 ee 
7 we 4 ~“* vad 


proof” « >. [Luminous 
dial with sweep-second 
hand $64.50 
4253-YLB veliow). Ex 
pansion band $69.50 





wheel Delanc vial halence pewet 
at DutaPowes maraiprng breat 
norma serwce. they ell be reptaced 
free by any £ gyn peweter or the Figen 
Natenal Watch Company All f igue 
@th 19 pewels of more have the 
Owrafaiance — took tor thes symbol 
4 on the chal 





(am of pet ape ateos can | pet ‘hrowgh 
ee ee ee ee 
many siigaticas where rou would 
othererse hewtate of worry abou! 
wearing 8 watch! New case dengn 
aise groves Figre that chm trem loom 
On your wrist 


YACHTSMAN “‘E’’ res “A” 

4258-SSB steel) 19 jewels 4250-YSS 

\djusted (,;,uarantee: iewels i Aiethe 1 €suaran 

snoc k proof DuraBalance teed snot kpro 7 ooien 

Stainless steel waterproof Balance. 10kt rolled gold 

Sweep-second $49.95 plate top. stainless steel 

4258-SSS (steel). Leather back, waterproof 

strap $44.95 Sweep-second $54, 50 
4250-YSB (velliou 
pansion band $59. 50 





“Whee crows 200 cy stal are ete? 


WATCH FOR ELGIN ADVERTISING IN LOOK MAGAZINE 


FOR MAXIMUM WATERPROOFING 
AND SMART, ULTRA-THIN STYLING 


® DEPENDABLE, 19-JEWEL MOVEMENT 

® ENTIRELY AMERICAN MADE 
UNBREAKABLE MAINSPRING 
ATTRACTIVE, MODERN STYLING 


DURABALANCE—GUARANTEED 
SHOCKPROOF FOR LIFE 


PRICES START AT..... 


Elain watches with this ob a a ee) ee YACHTSMAN “D’’ YACHTSMAN "“G” 

j » oh Ld d 4256-SSS (steel) .19 jewels + tnt Ys vellow) 19 
ror? Q ‘ele mc c Le Oma nr : 

paiance guaranreec aga SNOCK GQ ge a an Adjusted. Guaranteed iewels Adjus ted. Guaran 
unbreakable mainspring. If during the lite of the watch shockproof DuraBalance ieod shockproof Dura 
' , Stainless steel! one p1ece Balance Yellow top 
either the DuraBalance whee be ance statf, balance s ; 
iewels Or Dur ent maimspring DO Q Orma second hand $39. 95 piece waterproof case 
service the w He rer ; Sweep-second $39.95 
> + vi ' 7 od , 


; " r 
gnCcCeC if 4 i 4 
a rices incl. Fed. T 
= . Aaneann \ ner { Amrm Pp es nici oe ax 
A, 4 ia wo et ns F 


eweler or Dy fhe Cigin ING se 
*When case, crown and crystal are intact 


+Elgin DuraBalance is protected by U. S. Pat. #2880570 


waterproof case. Sweep stainless steel back, one- 
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-YLS 
Leather strap 




















YACHTSMAN ° 
4259-YCS | 
iewels \ i 


4259. YcB 


pansion band 





YACHTSMAN ° “Hn” 
4261-YSB /v« 1Y 
jewels. Adjusted yee 
teed ckproof Dura 
; se, Velloe top 

ainless teel back one- 
piece, waterproof” case 
Sweep second $49.95 
4261-YSS (yellow), $44.95 
4261-YFB (vellow) $49.95 
4261-YFS (yellow). $44.95 


My name is Paul M. Platzman, 


| pioneered the ultrasonic industry. Two well known ultra- 
sonic companies were founded by me. Now, | have created 
a new organization, Ultrasonic Industries, Inc., based on 
a revolutionary approach to mass producing and selling 
ultrasonic equipment. No middieman’s profit in this fac- 


| j~ tory — direct-to-you deal. 


Tremendous savings are passed on to you the customer bringing form- 
‘erly high-priced ultrasonic cleaners within the range of everybody’s 
budget. My products stand out because of their distinctive appearance, 
unbelievably low money-back-guaranteed prices—free five year serv- 
ice contract, and consistent trouble free performance under the most 
gruelling conditions. This is possible because my DiSONtegrator 
generators and transducers incorporate the latest advances in ultra- 
sonic technology. 9 5 


including tank, con- 
DI inal © Ig TEGRATOR® necting ab an 
SYSTEM FORTY — hoe ny 750 

extra 

U LTR AS © N I Cc Cc a EAN E R —Not pint size, but full '/2 gal. cap. | 
The lowest priced ultrasonic cleaner ever sold! Buy ONE or 100 and Save! 


The DiSONtegrator System Forty ULTRASONIC CLEANER is attractively J INTRODUCTORY OFFER 


Styled, ruggedly-built, and work-tested to give a lifetime of trouble-free ie , ail 
service. i Money Refunded (less shipping charges) if not completely satisfied. 


5 
STERIL 
The DiSONtegrator Features: a cree A, 5-DAY TRIAL 
Simplified one knob control for easy operation. High Frequency sound Guarantee ecowet 
waves disintegrate harmful soils and contaminants in seconds. sontegrator You ME ing made. It We will pay all shipping charges 
Saves time and labor, boosts production rate, improves product. You The, Disrinest ultrasonic, Ties and will pay ipping g 
can replace hazardous chemicals with safe solvents and even water = to any point within the con- 
, “s | tinental limits of the United 


States (not including Alaska and 
| > Hawaii), if you enclose check 
ce the objects ment Larentee. SOIC’ on, hn with order. 


rectly in the 
JLB 


The DiSONtegrator works FAST 
The DiSONtegrator operates without costly supervision. Just pla 
to be cleaned in the bath using either a polyethylene cup, or d 


tank, flick the switch to start the machine, and in minutes, or even seconds, 


‘ 
Cl CRA DL) 
i — We believe that the Ul System Forty is the ideal ultrasonic : UNPRECEDENTED FREE 5 YEAR SERVICE CONTRACT 


your watches and jewelry are sparkiing clean. {he machine will save chemicals 


cleaning machine for your watch or jewelry repair shop. We re willing to back up The DiSONtegrator — System Forty is available from stock for im- 
our claims by letting you see for yourself! Accept the DiSONtegrator for an mediate delivery in unlimited quantities. 
examination and use our own shop for five days. Then, if you are nof 


absolutely satisfied that we the best machine for this fabulously low price, SPECIFICATIONS j 


—— tn th te on nt aur intraductary after I FANSI IGHTEN 
pod a pth hen _— Qe — pee ceca ee i GENERATOR INPUT: 117 V, 60 cycle — GENERATOR OUTPUT: 40 W, 90 KC 
Pega ee ee a ae DIMENSIONS: GENERATOR: 10” L x 7” Wx 534” H 
pounds, haze lint and dust, soap, corrosion, finger prints from stones, diamonds, Tank (overall) 6/4" L x 7" W x 62" H 
ntings, watchbands, cases, dials, watch and clock movements Tank (inside) 5/2" L x 5%" Wx 4" D 
castings, findings, files, precious metals, costume jewelry, Tank (capacity) 0.5 gal. 
irames, nearing aid: 














FOR THE FIRST TIME—you have a choice of 7 beautiful decorator colors 
. to harmonize with your office or laboratory decor: Ivory, Wheat yellow, 
The DiSONtegrator is VERSATILE i Turquoise, Desert sand, Pale green, Soft gray, and coral pink. Please 
in addition to super speed, surgical precision cleaning it can be used to: specify color when ordering. 
brighten, quench, degrease, impregnate, decontaminate, pickle, etch, 


dip coat, emulsify, degas liquids, anodize, dye, mix, accelerate reactions. ORDER NOW 


Ultrasonic cleaners are widely used 

in production lines, maintenance departments and laboratories. You i TO: Ultrasonic Industries, Inc., Dept. 1-JC-K-4 4 
should have at least one DiSONtegrator if your field is Electronic, 141 Albertson Avenue, Albertson, L. 1., W. Y. 

Optical, Glass, Clinical, Biological, Textile, Oil, Food, Paper, Dental, , , : 

Plastic, Drug, Rubber, Wood, Chemical, Isotope, Geological, Agronomi- Gentlemen: Please ship DiSONtegrator® System Forty j 
cal, Metallurgical, Anthropological, Paleontological, Petrochemical, i Unit(s) @ $99.95 ea.: UO Ivory CJ Wheat yellow O Turquoise i 
Ceramics, Dairy, Brewery, Beverage, Confectionery, Laboratories, Photo- y * O Desert sand OC Pale green OC Soft gray 
graphic, Paint, Bottling, Cosmetic, Pharmaceutical, Metal Working, Metal [} Coral pink 
Finishing, Die-Casting, Foundry, Plating, Metal Treating, Automotive, Air- t i 
craft, Horological, Jewelry, Medical, Marine, Mining, Utilities, Power 

Plants, Instrumentation. ‘ P 





to: 











a ~ 2 | understand that my money will be refunded if not completely bi 
Lo Sp t-te DoD Came Bets 85 Ebb Eis coticfied after 5 day trial. 
INC, 


ome a 1286-10) Na) lee 12 el) ee ee |) Check enclosed (freight prepaid) () C.0.D. | 


Steen Sonia [_} bill me (rated firms only) () Please put us on your mailing list 
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ley re New... 


Hamilton’s “Thinline 2000” has round 
in 14K gold, 17-jewel movement. Avail 
yellow gold with white or gold 
gold with white or black 


al 


backgroun 
matching gold link bracelet, watch 


vY cA 


$325 FTI; with tapered leather for 


“Migononette”’ 


Silversmiths 


sign of moderate « 


setting, $39.75 FTI. 


Tie-tacks are die-struck of 
ture emblems of foreign cars. 


c 


Jaguar 


$11 Keystone; MG, $14.50 Keystone. Mercede: 


Benz and Volkswagen emblems are also avail 


able. From Larter & Sons, 88 Parkhurst St. 


Newark, N. J. 


case 





“Tourist trade is a big market and our 
Yellow Pages advertising helps bring it in” 


says Tom Chauncey, Proprietor, Tom Chauncey Jewelry, Phoenix, Arizona 


“The major reason we re in} the 
Yellow Pages—and I'm sure it ap- 
plies elsewher is because of the 
influx of tourists we 
have here every year. We'vi had 
manv visitors tell us that the reason 


tremendous 


they came into the store is beeauss 
they saw our ad in the Yellow Pages. 
“Another thing, we feel Yellow 
Pages advertising helps identify us 
asa quality store.” 


————/ 
| | Find Us Fast 
| | In The 


| || Yellow Pages 


—_ 


The Xp rience of the Tom Chaune Vv 
Shop proves that the Yellow Pages 
habit constantly crowing. People 
evervwhere — at home or traveling 
—turn to the Yellow Pages to find 
where to buy the things they want. 


The Yellow Pages man at your Bell 
telephone business office will be 
happy to help you plan an advertis- 
ing program suited to your business. 
Give hima eall. No obligation. 


AMERICAN GEM SOCIETY 


li/ 
Ses 


Dial AL 3-4925 


Hi 
10M away 
40 EAST ADAMS 


THIS DISPLAY AD (shown reduced) plus 
four other listings help tourists find Tom 
Chauncevy’s store. 


Display this sales-building emblem wherever your prospects can see it. 
The Yellow Pages representative will gladly supply as many as you need. 








They’re New... 
a Rosary of the Whontt: . 


Catamore Rosaries . . . handsomely crafted of 
precious sterling silver and the finest rosary beads. 
Distinctive . . . beautiful original designs. Sales 


are bound to increase—and profitably. 


Selected 
and 
Serviced 


by 


Leading 
Wh | | Battery-powered, seven-jewel shelf or man- 
oresaiers tel clock is from Syroco’s “Early American” 


collection, has silver and black etched dial. 
Said to operate for 12 to 15 months on one 
battery. Approximately $33 retail. From 
Syroco, Inc., a division of Syracuse Ornamen- 
tal Co., Inc., Syracuse, N. Y. 





R76/84-1013 $20.25 


Genuine rock crystal, pyra- 
mid cut. Engraved cross and 


center. 














“THREE TO GET READY”... 


For Greater WATCHBANDS Sales 


Three gracious new ladies’ bands featuring 
discreet fashion “touches” in rich textured leather, 
glistening black ebony plastic, and the highlight 
of the season, the popular new florentine finish. 

All these beautifully proportioned bands are 
available in 1/20-10K Gold Filled tops in yellow or 
white. 

All watchbands fully guaranteed. Each band 
handsomely packaged in attractive Mark VII dis- 


play package. 
Florentine-finished 14K gold ball contains a 
17-jewel, shockproof Corum watch. $180 retail. 


Corum Watches, 666 Fifth Ave., New York. 


Ask your 
wholesaler to 
show you our 


complete line. 


MEN’S, LADIES’, AND CHILDREN’S WATCHBANDS AND EXPANSION IDENTS 


NORTH ATTLEBORO, MASS. Hist cocmntil 
, Cultured pearls, one white and two black. 


WA : CHBAN DS | are clasped in the setting of this 10K ladies’ 
| ring, available from your wholesaler. $8.70 


Keystone. From Max Gilles, Newark, N. J. 





HAND CARVED 
MATCHED 

WEDDING RING SEIS 
CREATE CUSTOMER 
CAINE LOENCE ... 


CLINCH SALES 


A e-Mela-Me olaeltle ME lilel-t-t0 Me) MLiTMEC-laleh dil-te Mela Micelell lies mel MS tele 
site, exclusive designs, meticulous hand carved craftsmanship, 
unexcelled quality, unequalled value. It is no wonder, then, that 
year after year Hand Carved Barel Bridals have been the first 
ad slolid Meo) ME lil Moll teagtillslelitsle MMM gelol stile Mell Melis Mim gills 
new customers, creating repeat sales for you. 


Our new line again will prove to be your fastest selling, most prof- 
itable matched wedding ring sets. Shown here are four of our 
latest, original designs . . . daringly different and irresistibly 


modest in price. 


Tole] -lelelol i Meole-Mehgelielol(-Mismeom(elaet-Mt-1 (eile Miilalellile Mini lligen 
smart, hand carved Swedish and Florentine finishes . . . proven by 
far the most enduring and finest available anywhere. 


A 
The Barel signature Ne vole} ol tole Me sme isl-MEtilels] le) ME 02-18 Me alale Mle) 
ors ite -mefelMe) MeMel-laltiis(-MulelileMeelag-loMelalellilelm 


A. Six fine diamonds individually prong set against recessed, mirror-like back- 
ground. Framed by magnificently hand carved Florentine finish. Tapered. In 
white or yellow 14K gold. Keystone $139 per set. 

B. Ten fine diamonds set into concave, exquisitely hand carved satin finish 
top. Tapered. Brightly polished edges. In all white or all yellow 14K gold 
Keystone $116 per set. 

C. Gleaming spiral wheat motif on beautifully hand carved satin finish. Brightly 
polished edges. In white or yellow 14K gold. Keystone $55 per set. 

D. Superb Florentine finish hand carved on concave center. Edges combine 
bright facets and graceful scallops. in white or yellow 14K gold. Keystone $55 


per set. 


Controlled distribution . . . sold by the manufacturer directly to the retailer 
Free mats available upon request © DEPENDABLE 24-HOUR SERVICE ON ALL SPECIAL ORDERS 


BRIDAL RING CO., INC. © 88-06 Van Wyck Expressway, Jamaica 18, L. I., N. Y. 
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4. : Theyre New... 
Somithing NEW in a : 
SUPERLATIVE JEWELRY CLEANER 


7 
TAT 


New Product! — New Package! 


/ 


| 9 
» 


x 
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Waldorf Jewelry Cleaner is an amazingly effective 
cleaner—a perfected combination of cleaning ingredi- 
ents developed from 40 years of research. Contents of 
Te) Lo Men’s stainless steel 24-hour watch has 17- 
results to platinum, diamond and gold jewelry. Scores | jewel movement, comes with matching band. 
of testimonials attest to its superiority. Available with black or white dial. From 


Embossed box contains 12 individual cellophane envel- | Zodiac Watch Co., 15 W. 44th St., New York. 
opes of cleaner. $2.00 (Keystone). Individual envelopes 

available for 15¢ each (Keystone) for customer promo- 

tion or mail enclosure. Write today for sample. 


“THE PRICE 1S RIGHT’ 
Wholesale 
Dept. Mg JEWELS 4H 


301 PARK AVENUE 
i ne ae me ee ee, 











TROPHY BASES 


Made from Mahogany, Walnut 


and various other fine woods 


A curving swirl ' diamonds holds the 
central pear! in place on this 14K “Fiancee”’ 
types of Wooden Handles ring. From Goldstein-Gerson Co., 130 W. 46th 
foreign and domestic ALL WORK St., New York. 

CUSTOM MADE 


your specifications 


, , > 7 
oe ae a in. i "™ 
Send drawing or sketch for quotation 


PARAGON WOODTURNING CO.., Inc. 


431 West 28th St. New York 1, N. Y. 











iT WILL PAY YOU 
TO INVESTIGATE 


woh ane Smart buyers 
 - wy Qla/heowypton Know that the 


finest Pepper 
Mills carry the 

PE PPER MILLS Olde Thompson 

3 ’ label. Be sure you 

sa eer ect Stock and sell 

| i Ling line the finest 

Hide 








Thompson 
, A tones Mechanism 
priced from $1.95 eeneens tae 


to $24.95 Watchband from Don Juan is fashioned 


1OK gold and other precious metals, is said to 








" 


roe Tite, fo THE GEORGE S. THOMPSON CORPORATION or rece antiga acne lll aes 
Mustrated catalog 509 Mission St., South Pasadena, California _ nm ret a. aw, ee 
your wnoilesaier. 
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AND SUPPLY COMPANY 


As important as the design of 


the jewelry itself 


. outstanding findings 
... the key to recognized quality 


Such findings are offered in Karat Gold, 


Gold Filled and Sterling Silver by 
General Findings and Supply Company 


Manufacturing jewelers everywhere have 


grown to depend on the superior product 
and service of General Findings 


gs and Supply 
Company, during more thc 


nan 5O years ot 


elry industry. 


' , . | lie 
successful experience in the jew 


Tl - j ‘| — 
Look closely, chances are you'll s 
rf . 

findi 


awsrf lye 
see Venerdi 


ngs on quality jewelry, wherever it is sold. 


GENERAL FINDINGS 


AND SUPPLY COMPANY 
20 PEARL STREET, ATTLEBORO, MASSACHUSETTS 


Sales Offices — Nev 


York — Los Angeles — Chicago 
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PARTY 
30-10 
ABC-TV 


HOME 
ELVIS 


MAY 12TH 
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This is the TV show millions 
have been waiting for... mil- 
Tlolaksmatehicm @l-1-10m tll di alcaralelelele 
Because this is thevery special 
show on which Frank Sinatra 
will welcome Elvis Presley 
back to civilian life... with 
the help of 


Brought to you and your customers by 


TIiRAE x 


THE WORLD'S LARGEST MANUFACTURER OF WATCHES 


375 Park Avenue, New York 22.N. Y. 1300 Jane Street, Toronto 15, Canada 








STOCK BOXES 


523 MT. HOPE ST. 


WITH A 


LOOK 


1 
| 
Now stock jewelry packaging 
| with a “personalized” look. A 
{ wide assortment of over 80 
4 styles, each designed to compli- 
ment YOUR merchandise. 
Shown is one of our most popular 
metal boxes. Attractively fin- 
ished in imitation leather, this 
ar-leleh-lelss|-me.e) @ib-E 0] -1a/-108 @nielg 
ladies’ jewelry. 
Send for our current cat- 
aiog illustrating our 
complete Stock Line 
available for IMME- 
DIATE DELIVERY. 


We will gladly design 
your own specialized 


BOX COMPANY! 


ATTLEBORO FALLS, MASS. 














ROLLED 
DIPLOMA GRADUATION CAP 
Keystone LOOSE TASSEL 

5001 114K 10.00 Keystone 
5001* $/S 2.25 5002 14K 10. 
5002* S/S _ 3.1 


X 


GRADUATION CAP 
Keystone 

4822 14K 

4822° S$/$ 


DIPLOMA 

Keystone 
2.00 DIPLOMA CAP 
50 =LOOSE TASSEL 


Keyséone 


15.60 


GENERAL CHARMS, Inc. 


WALTER LAMPL, Jr. presioent 


48 WEST 48th STREET 
NEW YORK 36, N. Y. 





They’re New... 


Men’s 10K gold ring is from line of men’s 
and ladies’ rings by Acme Ring Mfg. Co., 
Newark, N. J. $20 Keystone. Available 


through wholesalers only. 


Diamond and gold pin covers the watch in 


this 14K textured gold bracelet-watch. Pin 


and bracelet may be worn separately. Sug- 
retail approximately $1,100. From 
Inc., 37 W. 47th St., New 


** wt 


gested 
David G. Steven, 


Yo! k. 





“Westchester” alarm clock features mahog- 
any-finished wood case in contemporary de- 
sign. $14.95 retail. From Sessions Clock Co., 


Forestville, Conn. 





4 gitig A east e ERE: 
4 ie erg? is 
CER AE 
self-wind- 
Band 


SOA 


pe * 4a? 
BOE 5 eegd 
art 2534 
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Lord Elgin “Thin-Thin 
ing, has one-piece 10K gold filled case. 
has alternate brushed and lapped links 


retail; with leather strap, $84.50. 
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of progress in ring making 


GOLD 
SMELTING 


we = 


Worid’s Largest Manufacturer of interlocking 
Engagement and Wedding Rings for Diamonds 


be 4 
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1960 marks the 25th Birthday of Feature Ring Company! 25 years of 
progress in ring making. Progress as evidenced by pioneering of the 
famous patented Feature Lock. Progress in the creation of the ingenious 
patented Feature-Glo setting that makes diamonds look 90% larger, 
87% more brilliant. Progress in manufacturing techniques that offers 
mountings of superior appeal. Progress in imaginative retail mer- 
chandising! And progress in quality control that assures merchandise 
sold .. . stays sold, and builds repeat business! 

To the wholesalers and retail jewelers of America we say “‘Thank you”’ 
for your acceptance and promotional support that have made Feature 
Ring the “‘fastest selling diamond ring line in America.” 


Our Anniversary Program offers diamond selling opportunities as 
never before! Introduces a bright ‘‘new style influence” in diamond 
rings ...a brand new “‘merchandise”’ package for brides-to-be . . . 
exciting traffic ideas .. . backed by the biggest value offering in history! 
This is the program that will give you plenty to SELLabrate! 


Contact your authorized Feature Ring wholesaler today . . . or write: 





got CEE a LD tn 
Deahusve Ning Co INC 


130 WEST 46TH STREET, NEW YORK 36, N.Y. 


Feature Lock U.S. Pat. =2507348 and Feature-Glo Pat. >2774231. — 
POLISHING & 


FINISHING 








“What are you worrying about... 
it’s a Flex-Let Band! Ain’t it?” 

















BARRASSO & BLASI, INC. SME ersrone 


PLESENLS cececseseee 


tne R5447A/25 


RELIGIOUS RINGS \\ 1438 


available in 10K & 14K 

yellow gold or yellow & 

white. Ask your wholesaler 445A /25 

to show you the complete % 13.50 

B & B line of the finest , sian: 

in jewelry. y), R547BA 
L/ 10K... 9 


*WRITE FOR COMPLETE INFORMATION 14K .. 12.00 





PRR RAS SU SR PLAS: INC. 
31-33 GOVERNOR STREET, NEWARK, N. J. 














First Desk Set with 
$1.00 features for. . 


Truly a handsome, well made set. with your 
gold imprint (5 lines maximum in block, script 
or italic) om base, plus Free gift box. Min. 
order, {00 i-col. Newspaper mat sent free 
for your promotion uses. 


In Hundred Lots 

Several ways desk set is being used: 

TO OPEN NEW ACCOUNTS. TO RE- 

OPEN CLOSED ACCOUNTS. OLD CUS- 

TOMERS NIGHT. BUILD UP REPAIR panies order. 

DEPT. FOR GRADUATION. a ty 
FREE 


Refilis |0¢ ea. in red, green, blue. Desk Pen 
and base colors: BLACK—IVORY— 
RED—BROWN (or asstd.). if order 
doesn’t specify color, we ship all black. 
Terms: Net {0 days F.0.B. Factory. 

3 wks. delivery 


GOLDNER ASSOCIATES 


P.O. Box 2703, Nashville, Tenn 


Shipment 
prepaid if 


sample. 
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They’re New... 





“Count” men’s watch is fashioned of gold 
colored metal, comes with black suede strap. 
“Countessa” ladies’ model is also available. 
Suggested retail, $14.95. From Sheffield 


Watches. 663 Fifth Ave., New York. 


Ie 


Handbag (2025) fashioned in black calf- 
finished cowhide and lined with red leather 
is example of new line introduced by Amity. 
Prices range from $11.95 to $49.50. From 
Amity Leather Products Co., West Bend, Wis. 


“Spacemate,”’ 
diode portable radio by Bulova Watch Co., 
features standard and shortwave bands. Comes 
with carrying case and shoulder strap; ear- 
phone case and earphone; and external an- 


tenna wire and whip antenna. $59.95 retail. 


dual-wave, 7-transistor, 





LETTERS... 


Vests & Men’s Jewelry 
To the Editors: 

We have sent the following letter to 
the Jewelry Industry Council: 

“We enclose a clipping from the New 
York Times, showing important bank- 
ers addressing legislators at an Albany 
hearing. We are impressed because 


JAMES S. ROCKEFELLER 
these leaders in the business world are 
wearing vests and Waldemar chains, 
with possibly a pocket watch at one end 
and a knife on the other. 

“We suggest that the Jewelry Indus- 
try Council: (1) recommend that men’s 
suit manufacturers include a vest with 
each suit; (2) publicize such photo- 
graphs to let the public know that im- 
portant, well-dressed men wear watch 
chains and all that goes with them, such 
as pocket watches, knives, charms, or- 
ganization keys, insignia, and what not. 

“The items mentioned have been 
dormant long enough. It is time for 
all of us, and the Jewelry Industry 
Council, in particular, to lead the way 
and give some thought and publicity in 
this direction.” 

O. L. BINDER, 
President 
New York 3inder Brothers, Inc. 


Faster Order-Filling 


To the Editors: 

Manufacturers and wholesalers spend 
large sums of money for advertising, 
direct mail and salesmen on the road. 
Why? To create business. But after 


At your service all ways... 


“THE LINDLEY MAN” 


There’s virtually no limit to the ways “The Lindley 
Man” can serve you. He can, of course, provide you 
with the finest retail boxes for your needs. But, more 
than this, he can help you keep your supply in proper 
balance... plan your orders for quantity-purchase ad- 
vantages ... even, upon request, put Lindley box-design 
specialists to work for you. Learn to depend on “The 
Lindley Man.” You'll have the retail boxes that increase 
store prestige...turning more of your customers into 
steady customers. 


Contact “The Lindley Man’. . 
a card or wire will start you 
on the way to better packaging. 


a. 
LINDLEY 


BOX & PAPER DIVISION 


Marion, Indiana 


FEDERAL. PAPER BOARD COMPANY, INC. 





To Retailers of Jewelry, Watches or Accessories 


A Free Correspondence Course 
for all Sales Personnel 


The 
Gold Filled 


ad 





Nugget of Knowledge’ 


TEXTS QUIZZES 
FILMS AWARDS 





g 


Who Can Enroll? Any retailer of jewelry may enroll 


sales and administrative personnel. 


SICK WET 


wy < ~~ 


What is Provided? A complete course, all the neces- 


sary texts. optional films for instruction and quizzes. 


TSS AANA CNY Mee genes ane 


How Long Will it Take? The entire course can be 


completed ina few hours of home study. 


What Does The Course Cover? What Gold Filled 


is... how it is made... how to explain Gold Filled to 


customers... how to trade to Gold Filled Quality... 
how to coordinate current fashion and accessory 


selling situations. 


, | 
sales... plus hypotheti | 


What Do You Gain? [Increased proficiency of even 
vour best sales personnel and greater profits through 


increased knowledge of Gold Filled products. 

ry ° ' vervon . ho cnecreccf ‘ 

How To Register. Just fill in and mail the coupon .. + lor everyone who su fully 
completes the Course, 


' i 


below plus your typewritten list of registrants. os , 
? The Gol / f illed 
-. Vugget ot Knou ledge” 


Registrations will be at knowledged immediately. Lie tack or Pendant-on-chain 


aaa esau Na ae tae ia al a li a a rT ll icon Pm nt ni 


GOLD FILLED MANUFACTURERS ASSOCIATION 


BATES BUILDING, ATTLEBORO, MASS. 
Please register us in the Gold Filled “‘Nugget of Knowledge’’ Course. I understand that there’s no 
charge and that the Association will provide all material free. 
FIRM NAME...... 
FIRM ADDRESS... . 
NUMBER OF SALES PEOPLE........... 
SIGNATURE AND TITLE...... 


A list of personnel for individual enrollment is enclosed. 





they get the customer and the business, 
they lose both by negligence in acknowl- 
edging the orders. 
The phrase, “Please Acknowledge 
this Order,” is printed in bold black 
| type at the bottom of our purchase 
In Gold-Filled, Gold Plate, order. Often we add a delivery date, 

10K and 14K gold, and such as “Must have by Feb. 25.” 

But the company is apt to ignore 
these orders, with the result that we 
Sports Catalog often have to send three additional 
copies of the orders. Many times we 
have to phone to see what happened to 


in Sterling. 


on request. 


Charm or Pin 
(also round) 


J. M. FISHER COMPANY 
Attleboro, Mass. 





COIN 
HOLDERS 
Es WING 
BACKS 


14 Kt. gold, gold filled 
and sterling. Complete 
selection of coin 
holders and wing backs 
in all sizes and styles, 
for your every need. 
Special price 
considerations 

to quantity users. 
Write for nex 

(2 page cataiogd, 
containing the most 
complete line of 
castings and 

findings. 


\ Ehalelarclim mialedialcacm he) ae 


125 West 45th St. - New York 36; N. Y. - JU 6-4842 


our original order. 

This complaint is not lodged against 
small concerns, but against large and 
well known companies. It is a serious 
problem that could be remedied at once. 

(I have six employees in my store. 
When the mail is received, any orders 
are taken care of immediately. This 
prompt service is not new with me; I 
have been doing it for 19 years.) 

If you publish this open letter, you 
may use my name. I am sure that other 
jewelers have the same complaint. 

PHILLIP B. KRAUSS, 

President, 

Krauss Jewelers. 
Ambridge, Pa. 


Pin-levers for Jewelers? 
To the Editors: 

I have just finished reading Mr. Gold- 
berger’s article in your February issue. 
Frankly, I’m a little burned up about 
what he had to say. 

I feel that a jeweler with any pride 
should not stock pin-levers. If he does 
so, he lowers his standards to those of 
the corner supermarket and the door 
to door salesman. 

Instead of stocking pin-levers, I keep 
an inventory of 7-jewel watches, which 
are in the same price range as many 
pin-levers. 

I have a large escapement inside a 
glass-fronted case that measures 38.5 
by 20 inches—and I use this escape- 
ment to show my customers why a 
watch with no jewels will wear out 
quickly. I explain that the escape wheel 
turns 600 times each hour and the pallet 
ticks 432,000 times a day. In a pin- 
lever, I conclude, the parts are of steel 
or brass and the friction of metal 
against metal causes wear. 

3yv this time, the customer has faith 
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All imports are shipped 1058—91/2” E | 7 0 OC FAs ! 7 24.00 dz. pr NEW YORK 225 F 
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F O.B. Geo. Zoltan Lefton Co Vo7— Ie tk r 30.00 d . . able 6.) C2 LOS ANGELES Brack 


DALLAS——Trade Mart 
a - — : th. 77 , MIAMI 1034 NW 23rd Street 
F.O.B. Lefton-Pacific Inc , 0.00 dz. px 512” ).00 dz. pr LONG LAKE. MINN. Route 12 

. ip | | SEATTLE—-614 Terminal Sales Bidg 
ST. LOUIS dse. Mart 164 


V 


Chicago Worehouse or 


los Angeles Warehouse 





Allitems shown octuyal size 


CO 


QUALITY ALWAYS 
Design that attracts the customer, with 


Quality that can’t be compromised, and 
always at a Profit for the retailer. 


Sterling, 1/20 12K. G.F., 10K and 14K. 


AUTOMATIC CHAIN CO. 


PROVIDENCE, R. I. 
NEW YORK + LOS ANGELES 
CHICAGO 


Vast assortment of discs and hearts, 


and charm bracelets. 


we i. 


> “ Pet ae 
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in jewels, and leaves the store happy 
with the purchase of a new 7- or 17- 
jewel watch. 

You don’t have to compete with the 
drug store. Just have a little pride in 
vourself and your store, and give people 
the right answer. 

MRS. HELEN F. PRINS, 
Vice President 
Warren Watch Hospital 
Barrington, R. I. 


Catalog Competition 


To the Editors: 

For quite some time we have been 
aware of the inroads being made upon 
retail merchants’ sales by the catalogs 
at plants, places of business, etc. This 
year the packages going through the 
post office from these houses were 
greater in number than ever before. 

Is this a matter of Fair Trade only? 
F'amous-brand watches are shown, al- 
though the names of the models are not 
the same as those handled in the stores. 
These catalogs are used in this area 
for practically everything, down to in- 
dividual watch bands. 

Is this problem more prevalent in one 
area than another? Is it being dis- 
cussed? Is it being combatted? 

J. F. GILBERT 
Newark, N. Y. Gilbert’s 


Diamond Salesmanship 
To the Editors: 

We distributed about 125 copies of 
your excellent booklet, How to Sell 
Diamonds. I thought you would be in- 
terested to know that it created con- 
siderable excitement on the part of our 
store managers. 

As a result of this interest, and the 
fact that we now have more stores, we 
need 100 additional copies of the book- 
let to take care of the new stores and 
the additional copies requested by sev- 
eral store managers. 

FRED A. GREENE 
Zale Jewelry Co. 
Dallas. 


The 48-page manual, How to Sell Dia- 
monds, is now being used in hundreds 
of jgewelry stores. Copies may be or- 
dered at $1 each from JC-K, Chestnut 
and 56th Sts., Philadelphia, Pa. 











SELLS ON SIGHT 


FOR TABLE 
AND DESK 


Lets you know 
when the fuel is low! 


This Vu-Lighter table model sells on sight 
because it’s designed for impulse pur- 
chases. Everything about it attracts atten- 
tion—the clear, see-through fuel reservoir— 
the handsome chrome 

and color trim. It’s a 

superb lighter with 

more unusual features 

than any other lighter 

on the market— 

UNCON DITIONALLY os 
GUARANTEED by _jetgietmmge-sdeetessten 
world-famous Scripto! * mew convenes ma tan mace om meee 


FREE COUNTER DISPLAY 


ATL 
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DRAMATIC 4-COLOR advertisements 
like these will sell “Evening Star’ for you. 
Everyone will be seeing them in America’s 
Vademoiselle. Good 
Housekeeping, Seventeen, Photoplay, Bride's 
Vagazine, Bride & Home, Modern Bride, 
Teen and in 75 leading college news- 


papers. 


leading magazines 


THE STAR 


TES? NO? Dareg 


PROMOTE “EVENING STAR" IN YOUR STORE WITH THESE POWERFUL AIDS 


Consumer Literature .. . beautiful full-color 
folder explains the romance and prestige of owning 


Dramatic Displays... dazzle your customers, 


your windows with the exe iting beauty ot “EF ve. 


ning Star.” a magnificent ““Evening Star.” 


Newspaper Mats... Single-, double- or trip 


mats will advertise “Evening Star 


column 


your local newspapers. 





THAT's sn SALES 


Toil ~ i i Backed by a breathtaking, all full-page, 
US = j full-color NATIONAL AD CAMPAIGN 


It's the star salesmaker of the Artcarved line ... the most spectae ular 
skyrocketing success story of a diamond ring design in 50 vears. 
Iver since the public caught sight of Artearved’s revolutionary new 
wr arved f° star seine no other diamond syle satisfied like “Evening Star." 
For this startlingly different design frees the diamond from its deep 
setting so that it looks like a star floating on a finger. Even a small 
diamond appears bigger and brighter and more beautiful. 

\nd for the first time in the history of diamond selling. all the 
fabulous beauty of one single diamond ring style has become the 
center of a sensational national advertising campaign—all in brilliant 
four-color, full-page spring advertisements in leading national maga- 
zines—reaching your best customers and prospects. The response has 
been overwhelming —customers are asking for. talking about—clamor- 
ing for “Evening Star.” Jewelers are asking for the privilege of 
carrying “Evening Star.” And, to keep up with the great demand. a 
complete line of dazzling “Evening Star” jewelry items has been 
created . . . rings in every wanted cut. pendants. necklaces. earrings. 
tie tacks. Naturally, all “Evening Star” items are backed with the 
famous Artcarved Permanent Value Plan guarantee. 

Let Artcarved’s “Evening Star” shoot vour sales sky-high. An 
{rtcarved representative will be glad to explain the benefits of an 
{rtcarved franchise in your area (if it is available). For details. write 
to Sales Manager. J. R. Wood & Sons. Inc.. 216 East 45th Street. 
New Y ork ee N.  # 


by Artcarved 
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TV and spon? Material... ( mpellir co 
cials will te I] an . ell ° ky ening Star in one-minute 
ind 20-second spots. With time for your local tie-ir 








J 8 R. WO O D & SO N S, i N a € 216 East 45th Street, New York 17, N. Y. 
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SIGNIFICANT NEW HONOR FOR 


LONGINES 


The World’s Most Honored Watch 
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10 Olympic Medals Are Won By The Slim Margin 
Of 1/10th Of A Second 


The above statement dramatically illustrates the surpassing preci- 
sion of Longines timing at the greatest of all Olympic Winter 
Games at Squaw Valley, California. A total of 2500 individual 
times were recorded by Longines with absolute precision—a bril- 
liant and amazing record of perfection in timekeeping. 
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75 Longines Tenth-Second, 
Split-Second Chronographs Win First Prizes 
At Neuchatel Observatory 
Never before have so large a number of one-tenth second chrono- 
graphs been submitted at one time in an Observatory Competition. 
Never before have all won First Prizes. These Longines Chrono- 
graphs far surpass the observatory requirements, the world’s highest 
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standard. 
And In Addition 


In the last competitions at the Geneva and Neuchatel Observatories, 
conventional Longines watches won many First Prizes, established 
$3 new records, earned two prizes for Series. 
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Finest Quality Wins 


To sell a Longines is to sellin fact “the world’s most honored watch,” 
destined to become the proudest possession of its wearer. Through- 
out the country there are millions of men and women who want a 
Longines watch above everything else. 


1 Wenauer Vio Co. Dre 


For Almost 100 Years, Maker of Watches of the Highest Character 
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LONGINES-WITTNAUER BUILDING ¢ FIFTH AVENUE, NEW YORK 36, N. Y. 
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’ HYNESS CURE: And then there was 
ond the 


something 


guy too shy or stubborn or 
to ask the 


where she registered her patterns. . . . 


bride-elect 


If he won't ask, show him, advises 
Gene Armstrong of Armstrong Jew- 
elers in Panama City, Fla. 

Instead of using dinner tables in 
his store to display bridal pattern 
registration, Armstrong lets one of 
his main windows do the job, spot- 
ting one to four carefully separated 
patterns where anyone passing his 
downtown store can get an eveful. 
“This 


Armstrong tells who 


Under a _ sign headlined 
Bride Selects.” 
the lucky damsel is, the patterns she 
has chosen in dinnerware, crystal 
and silver, and adds an invitation to 
window shoppers to come in and do 
right by young love. 

Armstrong says his “personalities” 


program pays. 


t wre: '! Time. some 5000 vears 
d 


of it. has been compressed into 
a mere 18 minutes in a new movie 
distributed free to interested groups 
by the Hamilton Watch Co. 

Called The Ages of Time, the film 
achievements in 


highlights man’s 





SPEAKING OF THE JEWELRY TRADE 


timekeeping from the dawn of history 
to the present. 

Burgess Meredith narrates. taking 
viewers over the historical hurdles 
clocks. 


through Nuremberg locksmith Peter 


from sundials and_ water 
Henlein’s first portable, spring-driven 
timepiece, to Hamilton’s production 


of the first electric watch in 1957. 


D gees GIVEAWAY: The 
“FREE” 


was printed in big 
black letters 


inch high on the tag. With it was 
pearls, to- 


word 
three-quarters of an 
a strand of simulated 
cether with the regular price tag. 


Passersby could hardly fail to notice 


the no-cost necklace, in a window of 

the Womac jewelry store Poulsbo, 

Wash. 
Weeks 


One afternoon in the second month, 


passed without inquiry. 


frank Womac, Jr., overheard a teen- 
agers comment: “I wonder what he 
means?” Only that and _ nothing 


more. Experiment finished, he re- 
moved the pearls. 

\ week later, a man came in to 
buy the necklace he had seen in the 
window. He happily paid $8.50. the 
regular price. 

What better proof that people are 
skeptical of “bargains” but are will- 
ing to pay a fair price for something 
they desire ? 
oon ouT, Pops: Graybeards of 21 
, or more in the jewelry field had 
better look to their laurels. Youth is 
breathing down their necks. 

\ new 


being that calls itself Production Un- 


company has come into 


limited and makes jewelry polishing 
cloths. 

Its president Is a 
(Queens County (N. Y.} 


student. Peter Puleo. and its labor 


| 7-vear-old 


high Sf hool 


force is in the same age bracket as 


Peter and works for a minimum 
wage of 20¢ an hour. 

Production Unlimited was formed 
under industry's Junior Achievement 


program, designed to enable teen- 
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AN IMMEDIATE SALES SUCCESS BECAUSE 
OF QUALITY, PERFORMANCE AND VALUE 


Requires No Clinical 
Attention or Special 
fittings. Packaged for 
Over-the-Counter Selling! 


Original Production 
Schedules Tripled 

to Keep Pace With 
Tremendous Demand! 
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4-TRANSISTOR 
MODEL THA-1002 


With 3-Position Tone Control 
Complete with penlite battery, 
deluxe earphone and carrying case 
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4-TRANSISTOR 
MODEL THA-IOOI 


With 2-Position Tone Control 


Complete with penlite battery, 
earphone and carrying case 


WORLD-FAMOUS QUALITY-BUILT 
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Cost of Any Hearing 
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* 10 LOUDNESS SETTINGS 


Aid... Operates On 
One Penlite Battery! 


AVAILABLE 
EVERYWHERE 


y are import: 
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int fast turn-ove! 
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* 3 EARPHONE INSERT SIZES 
* SENSITIVE MICROPHONE 
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Point-of-Sale Aid 
Eve-arresting, ig display 


line folder and co-op ads! 


| > > 
seit-containi! 


yTeSCTIN 


in hearing impall 


* GUARANTEED ONE YEAR 
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avers to learn aboul iree enterprise 
by operating their own miniature 
corporations under sponsorship ol 
adult business organizations. 

In the case of Youn? Pete Puleo s 
utfit. Bulova Watch Co. 


role of proud fatherly advisor. 


plays the 


Wn GOOD WILL WORK / Yea. 
verily. savs C. H. Lee. Berkeley. 


Calil.. jeweler who has successfulls 
-urlayed the average man’s amaze- 
inent at getting something for noth- 
ing into good business for his store. 

People are conditioned to digging 
into their pockets whenever anything 
is done for them. “but they don 


lik. ’ if Lee Saves, 


something for them and there is no 


“So when you do 
charge the are surprised nd 
pleased.” 

If someone is browsing in_ his 
shop. Lee will offer to polish his 
“When he sees it. he is 
imazed., He virtually has ad fiew Trine’. 
\nd it didnt cost him 


That is the point he remembers. 


lf the recipient of favors of this 


rin lree. 


anvthing. 


On) the spot, he usual. 


sends a friend. 


sort doesn | 
ly COnmies ly K. i! 


Lee sai\s, 


Lee says he has built his business 
Irom a one man shop on a _ side 
street to a center city operation with 
seven employees almost entirely on 
sood will gestures to customers. 

He reckons it is “far cheaper than 
the usual kind of advertising and 
more effective. You establish a per- 
sonal relationship with the custome) 


because vou have done him a favor.” 


bass GOOD (7) OLD vays: iit 
Vears ago nobody lit clears with 
dollar bills 
ness at any rate. 
Recalling the old davs when a 
buck was a buck and a nickel bought 


i cOOd cigar. John V onde, ot San 


not in the jewelry bust- 


Bernadino. Cal.. recently 
iewelers this account of 
wages during his ippre tice 
century ago. 
“Outside school hours. 
ugh Fridays. | worked fron 
m. and trom 3:45 to 
worked 7 a.n 


For this | was paid S150) 


turdavs 


But it w isnt until he hac oradu 
ited from high school that Mr. Von- 
dey hit t! With school 


the Te money, 








“You've never seen such a place. Watches, rings and silverware 
at ten per cent below cost. It's just around the corner. 


“every day 


worked 


irom ¢ a.m. to 6 p.m. and until 16 


behind him. he 


p.m. on Saturdays, and my waves 
were upped to SO a week.” 

Makes you wonder what baby sit- 
ters got paid in those davs. 
diamonds 


Brazilian 


( YOUNTERS: 

A were discovered by accident. It 
happened about 235 years ago. as 
the result of a gold strike. The min- 
ers played cards—and for chips they 


used some greasv-lookine white 


stones. which they had found while 
digging cold. (One day ad diamond 
“chips — is 


dealer recognized these 


With this disclosure. 


covernmen!l 


rough Ces. 
the Portuguese colonial 
prohibited entry into. or habitation 

he area—and brought in slaves 
to mine both gold and diamonds. 


_ 


\n\ slave could win his freedom. if 


he found a diamond weighing 17 


carats or more. 


— YOU SO: Remember thal story 


in the Februarv JC-K about the 


Crater of Diamonds. where tor a 


buck and a half a day you can hunt 
for diamonds worth thousands’? 
Well. a Viichigan baker got his 
moneys worth in the crater jus! 
about the time the issue was rollins 
off the presses. 
Niels Bach of Ludington. Mich.. 


found a whopping 6.50-carat canary 


, 


diamond worth about S6.000 in its 


’ 


native state. 
Baker Bach said hi ould hav 
the stone cut and then eive it to his 


hance in place of the halt- aratl 


diamond he had bought betore his 
profitable visit to the Crater. 

Bet the Bachs go back tor a sec 
ond look. 


be very pretty. Very. 


Viatchine ( inaries would 


j ts IS MONEY: Even the old 
-~ hands were flabbergasted at an 
english auction 
ilarm clock on the block was sold for 
$12.348, highest price ever paid at 


iuction for a clock. 


recently when an 





A JC-K survey examines the pros and cons of 
four clerk-compensation systems: straight salary, 
straight commission, salary plus commission, and 


quota bonus 


@® TO EXIST, a retail store must sell. 
oN. It has no other excuse for being. 

( Sales are the retail store’s life 
blood. When sales rise, the store 
blooms and is in good health; when 
they decline, the store withers; if 
they continue to decline, it may die. 

This is a harsh dictum, but it ap- 
plies with complete impartiality to all 
retailers, large and small; to depart- 
ment stores and specialty shops; to 
tobacconists and jewelers. 

Countless factors have a bearing 
on retail sales. Some of them, such 

as weather and general economic conditions, are 
beyond the jeweler’s control. But others respond 
directly to his influence, and these include his 
store’s reputation for honesty and fair dealing, 
the quality of his merchandise, and the efficiency 
of his sales force. Here we will be concerned with 
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WORKS BEST 


one of the most important ones, the sales force 
itself. 

Although it is difficult to pin down the com- 
bination of education, talent, enthusiasm, and 
manner that distinguish the outstanding sales 
person from the mediocre one, it is obvious that 
some people can sell and some cannot. The prob- 
lem for the retail jeweler is how to attract and 
hold the ones that can. 

Seeking some clue to this problem, JC-K spot- 
checked cash and credit jewelers of various sizes 
in many sections of the country, querying them on 
pay range and method of compensation. Since 
local custom and living costs largely determine 
the former, method was of greater interest, par- 
ticularly so because many jewelers believe that if 
they try a new scheme of payment they may get 
better results from their sales force. 

Jewelers generally follow the four time-tested 
modes of payment common in all phases of re- 
tailing: 

Straight salary. 

Commission with or without draw. 

Quota bonus. 

Salary plus commission. 


Each scheme has its staunch adherents among 
retail jewelers, but salary and salary plus com- 
mission are by far the most popular with both 
cash and credit jewelers. 


Straight Salary 

Two thirds of the cash stores contacted ex- 
pressed a preference for straight salary, with or 
without annual bonuses based on length of ser- 
vice, individual effort, or the store’s profit. So 
did slightly less than one half of the credit stores. 

Many of the stores which did so, disparaged 
commission systems on the grounds that they 
caused jealousy and friction between sales people; 
caused salesmen to over-sell, to press substitutions 
on customers, and generally to antagonize clien- 
tele by their excess zeal. The owner of one cash 
store said he had tried a commission system, “but 
petty jealousies between salesmen created a feel- 
ing of distrust and an atmosphere in which one 
would cheat on another. Straight salary seemed 
the answer.” 

The contention that commissions create fric- 
tion cropped up time and again in replies from 
cash stores. Some sample quotes: 





“Our policy is straight salary in preference to 
salary and commission as it prevents hard feel- 
ings between salesmen if one should get another’s 
customer. 

“We eliminated bonuses and commissions some 
time ago, finding there was friction when a sales- 
man thought he was entitled to the sale even 
though someone else had done some of the pre- 
liminary showing. ... We have a very high class 
clientele, and I did not like the too-eager attitude 
shown by some salesmen who were on commis- 
sion.” 

A cash store in the Middle West pays year-end 
bonuses to its salaried help, scaling the bonuses 
according to the individual ‘“‘to compensate those 
who do the most work and the best job.” This 
use of the bonus “avoids the friction which the 
commission system causes, and it shares the 
profits with those who helped make them.” 

Premium payments, so-called ““PM’s,” bonuses 
to sales people for opening new accounts, and 
sales contests are added stimuli to greater sales 
effort used by many jewelers paying straight sal- 
ary. However, the president of a large Kastern 
cash store said he disliked PMs because they en- 
courage salesmen to foist merchandise on a cus- 
tomer which the latter does not want. Far better 
to slash prices on shelf warmers than alienate 


customers, he said. 


Straight Commission; Quota Bonus 

In all phases of retailing, straight commission 
for salesmen is on the decline. Particularly in a 
seasonal business such as jewelry, few salesmen 
today are willing to face the uncertainty of 
straight commission compensation. Only two 
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jewelers contacted, both large cash stores, re- 
ported using a true commission system. One of 
them only had four or five of its top sales people 
on strict commission; the remainder were paid on 
a salary plus commission basis. In both cases, 
the salesmen on commission were guaranteed 
against slow periods by a “draw” of a certain 
sum paid regardless of the volume of their sales. 
In good months their sales would cover the draw 
which they did not make in slow months. 
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Only one jeweler reported using the quota 
bonus system, in which a salesman receives a 
base salary plus a bonus for all sales over a cer- 
tain quota, which changes from season to season 
and is based on the selling experience of previous 
seasons. This jeweler had changed from straight 
salary to quota bonus three years ago and _ be- 
lieved it increased incentive. 


Salary Plus Commission 

The nearly 50 per cent of credit stores cur- 
rently paying their sales help on a salary plus 
commission set-up are no less staunch partisans 


of the scheme than are the cash and credit stores 
paying straight salary. 

Salary plus commission is an attempt to get 
around the disadvantages of either straight sal- 
arv or straight commission—fixed labor costs r‘ 
gardless of sales in the former, too extreme fluc 
tuation of compensation in the latter. For a great 
many credit jewelers salary plus commission 
seems to work well, altered to some degree to sult 
the individual store. 

In S. plus C., the bulk of the salesman’s com 
pensation is in salary, but extra effort brings 
extra income in the form of small commissions, 
usually 1 to 1.5 per cent, on all merchandise sold. 
Some stores vary the commission, depending on 
the merchandise; one reported an incredibly com- 
plicated version in which virtually every major 
item in the store carried a different commission. 
Most put a higher commission tag on old mer- 
chandise, as high as 10 per cent in some cases. 

The head of a large credit chain stated suc- 
cinctly most of the advantages claimed for salary 
plus commission: “We have been using this plan 
for about 15 years. It promotes the sale of more 
profitable merchandise, stepping up the unit of 
sale, and speeds the sale of old merchandise to 
clean out inventory.” 

Asked whether the system created dissension 
among his sales people, the manager of a major 
Eastern cash store observed, “You get jealousy 
under any system. 

“Any system has faults, but I still like salary 
plus commission better than any other.” 





He said his store had been using this system 
of payment with great success for 50 years. 


To Use or Not to Use 


Having reviewed the four systems of compen- 


sation for sales personnel, it would be personally 


satisfying to be able to say: “If your sales force 
numbers such-and-such and your annual sales 
volume is so-and-so, you would be advised to pay 
on a straight salary basis [or salary plus commis- 
sion, or quota bonus, or straight commission].”’ 
Unfortunately, this is simply impossible. A direc- 
tor of a large credit chain with 35 years in retail 
jewelry states flatly: 

“It doesn’t make a bit of difference whether 
you pay straight salary or use salary plus com- 
mission. We have tried all methods and find that 
the success or failure of any system, as measured 
in sales volume per salesman, depends largely on 
the manager. Where You have a strong manager, 
You) sale Ss Tore will do (/ good 70b regardle SS of 
pay Syste yi, Where You have a weak HLA HaAGeT, 
You will have trowhle.’ 

His contention that any one of the systems can 
be effective is backed up by a study of retail 
pay plans by the Wharton School of Finance and 
business, which states ‘ there is a chance for 
the economical operation of any of these systems. 
The economy depends on whether or not a high 
volume of net sales can be obtained.” 

Furthermore, it cautions retailers that “it is 
useless for any store to take over the system of 
another and expect the same results, unless it 
takes along with the plan the knowledge that its 
success at the present time rests upon its net 
sales results, especially if the latter are in part 
attributable to factors outside the wage plan.” 

If it is true that any one of the four pay sys- 
tems may work as well as another in a given 
situation, it is no less true that each has decided 
advantages and disadvantages. Weighing these, 
the jeweler may best be able to determine which 


system is best for his own operation. 


Pro and Con 

Straight salary is easy for the sales person to 
understand; he knows how much he will earn 
from week to week and derives security from this 
knowledge. [t is also easy to administer, requlir- 
ing no complicated book work. 

On the debit side, the jeweler carries a constant 
wage load that does not vary as do his profits; 
and he pays the same amount whether or not a 
salesman is working at peak efficiency. Moreover, 
the motivation for the salesman to work at peak 
efficiency is probably not as strong as under sys- 
tems involving commission and bonus. 

Straight commission has merit from the 
jeweler’s point of view in that his labor costs 


fluctuate in direct proportion to his sales costs: 
when sales are high, he pays more for labor; 
when they are low, he pays less. 

On the other hand, most jewelers—most re- 
tailers of other lines, too, for that matter—find 
the negatives outweigh this advantage. Straight 
commission may encourage high pressure sales 
tactics that are a detriment to repeat business; 
it is difficult to set the right rate of commission 
because some kinds of merchandise are more difh- 
cult to sell than others; and it penalizes the sales- 
man when factors beyond his control cause a de- 
cline in store traffic. Finally, fewer and fewer 
salesmen are willing to gamble their sales abilities 
against the uncertainties of straight commission 
compensation. 

Salary plus commission rewards extra exer- 
tion while still providing a large measure of in- 
come stability. To the jeweler it means his wage 
load does vary slightly with the rise and fall of 
sales volume. 

The disadvantages here are the added clerical 
work involved in reckoning a salesman’s pay and 
the difficulty of setting a rate of commission that 
is large enough to serve as incentive but not so 
great that it leads to high pressure selling, sub- 
stitutions and a high rate of returns. 

The quota bonus plan can be set up to allow for 
seasonal fluctuations in sales—raised in the fall, 


lowered in January and February—and it does 
provide incentive for extra effort. But it is com- 
plicated to administer and difficult for employees 
to understand. And a jeweler with years of ex- 
perience in salary administration warns, “Any 
complicated system is trouble; you have to sim- 
plify your system so that you can show employees 
exactly how much money they will make.” 


.. . Before You Leap 


If you are presently dissatisfied with the per- 


formance of your sales staff and are considering 
changing your compensation plar you might do 

well to first ask yourself these questions: 
1. Is the sales force at fault or are other fac- 
tors—deteriorating location, change in con- 
(please turn to page 100) 
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Future brides don’t miss a point on flatware and china patterns when 
Louise Kyser, facing camera, entertains them in small groups. 


“Afternoons at Cogburn’s” 


Girls of pre-bridal age—four or five at a time—are 
invited to “spend the day at the store.” They receive 
VIP treatment that nearly doubles wedding sales 


By ROBERT LATIMER 





@® THE GIRLS who will be married during the next 
few years are scheming and dreaming about their 
bright modern kitchens, dining tables, silverware 
and china. 

And far-sighted jewelers are hard at work de- 
vising means of getting their sales message across 
to the nation’s millions of pre-brides. 

But jewelers’ methods differ markedly. One 
theory of merchandising holds that the greater 
number you tell, the more you sell. But does this 
apply to the pre-bridal market? 

Cogburn’s Jewelers, Panama City, Fla., which 
caters to an average 330 brides a year, feels that 
it definitely does not. Louise Kyser of Cogburn’s 
strongly opposes “contacting the largest number 
of people in the shortest possible time,”’ and her 
prejudice is based squarely on Cogburn’s past 
experience. 

“For example, we used to send store represen- 
tatives to talk to an entire high school class, con- 
taining 40 or more girls,”’ she says. Wnder these 


circumstances “while the girls listen attentively 
to the lectures and retain much of what they hear, 
many of them want to ask questions. But with 
sO Many people in an audience, it is impossible to 
answer more than a smattering of the questions 
asked. What might have been a valuable personal 
contact between a young girl ripe for engagement 
and marriage is never established.” 

To secure that vital personal contact, Cogburn’s 
has abandoned mass appeals and concentrated its 
efforts on small groups in a highly personalized 
program that has paid continuous dividends. In- 
stead of sending qualified store personnel to lec- 
ture before school classes, sororities, and women’s 
clubs, Cogburn’s now invites pre-brides—four or 
five at a time—to “spend a day at Cogburn’s” as 
guests of the store. 

Miss Kyser is hostess at these occasions, dur- 
ing which every aspect of the store’s bridal ser- 
vices can be thoroughly covered. At a full-sized 
dining room table the girls are tutored in setting 
tables for every occasion from a wedding break- 
fast to an informal luncheon. 

In an informal atmosphere, with free access to 
Cogburn’'s 50-odd patterns of open-stock dinner- 
ware and an equally large selection of flatware, a 
girl can mix or match patterns and get the an- 
swers to any questions that may have bothered 
her from the acknowledged expert at her elbow. 

On these “afternoons at Cogburn’s,” red carpet 
treatment is the order of the day. The girls are 
invited to lunch, given corsages, and may select 
a memento of the event from the china, glassware 
and silver departmnts. 

And the girls react to VIP treatment. They 
spread the good word to their friends, bringing a 
flood of requests from other girls who want to 
“spend the day with the jeweler.” Better still, 
75 per cent of Cogburn’s “guests” come back for 
complete pattern registration when they become 
engaged. “It hasn’t been unusual for an 18-year- 
old who came in for an afternoon to be back be- 
fore the year was out with plans for her wedding 
already made,” Miss Kyser says. She also credits 
“afternoons at Cogburn’s” with boosting the aver- 
age sale per bride 10 to 15 per cent. 

A final credit mark for the Cogburn’s “‘few at a 
time”? scheme of bridal entertainment is its low 
cost. With understandable pride Miss Kyser 
notes that the program costs considerably less 
than the store’s bridal newspaper advertising 
campaign had in the past and has resulted in sales 
nearly twice as large. ae 8 





CHOOSING 
WATCHBANDS 


Does the customer decide for himself? Or does 


he follow the jeweler’s advice? Check your ex- 


perience against this report which tells how 117 


cash and installment jewelry stores sell bands 


® A RELIABLE YARDSTICK for measuring a sales- 
man’s prowess is his ability to influence his cus- 
tomers’ selection of merchandise. 

As a seller of watchbands, the average jeweler 
shows up very well. He determines the final de- 
cision of the great majority of his watchband cus- 
tomers in both price and brand. Seven out of 
every ten customers follow his advice on price— 
and nine out of every ten customers buy whatever 
brand he recommends, even though a good many 
entered the store intending to buy some other 
brand. 

Part 2 of JC-K’s three-part report on watch- 
band sales through jewelry outlets examines in 
detail the general effectiveness of the jeweler in 
his role as watchband salesman. 

As in Part 1 of the survey (see JC-K for March 
1960), jewelry stores are divided by size and type 
into three categories: Smaller cash stores, those 
with annual sales volume of $40,000 or less; larger 
cash stores, sales volume over $40,000; and in- 
stallment credit stores of all sizes. Here is how 


( please turn ta page J ) 





7 OUT OF 10 PEOPLE ARE INFLUENCED BY THE JEWELER 


— Customers who have decided in advance on price— Customers 
entering 
Number of cus- Number of cus- Number of cus- without 
tomers with a tomers who buy tomers who buy a price 
price in mind at that price at higher price in mind 


SMALL 59% 36% 23% 41% 
Jewelry Stores 


LARGE 45 24 21 55 76 
Jewelry Stores 


INSTALLMENT 61 28 33 39 72 
Jeweiry Stores 


ALL 55 31 24 45 69 
Jewelry Stores 


Example of how to read this chart: Small jewelry stores report that 59 per cent of their watchband customers 
seem to have decided in advance on what price they should pay for the watchband. About 36 per cent do buy 
a watchband at that price. But the salesman persuades 23 per cent to buy a higher-priced band. Since an- 
other 41 per cent of the customers are open minded as to price, the small cash jeweler influences 64 per cent 
of his watchband customers as to the amount they expend for watchbands. Large cash jewelers influence price 
in 76 per cent of watchband sales; installment jewelers in 72 per cent of their watchband business. 


9 OUT OF 10 PEOPLE BUY THE BRAND THE JEWELER RECOMMENDS 


———Customers wanting some particular brand—— Customers Total % 
entering of customers 

Number of cus- Number of cus- Number of cus- without influenced 

tomers with a tomers who buy tomers switched brand in on brand 

brand in mind intended brand to another brand mind by jeweler 


SMALL 25% 10% 15% 75% 90% 
Cash Jewelry Stores 


LARGE 28 20 72 92 
Cash Jewelry Stores 


INSTALLMENT 22 11 78 89 
Jewelry Stores 


ALL 25 10 15 75 90 
Jewelry Stores 


Example of how to read this chart: Small jewelry stores say that 25 per cent of their watchband customers ask 
for a specific brand. About 10 per cent actually buy that brand. The other 15 per cent buy some other brand 
which the jeweler suggests. The jeweler also influences the brand choice of the 75 per cent of his customers 
who are without any brand preference. This means that the small cash jeweler governs the type of watchband 
bought by 90 per cent of his customers. Large cash jewelers help 92 per cent of their customers decide which 
brand to buy. Installment jewelers exercise brand influence in 89 per cent of their watchband sales. 





For bigger Graduation Sales 


Try Show Window Symbolism 


By VIRGINIA DIXON 
JC-K Display Consultant 


Enlarged graduation photograph is 
backdrop for merchandise dis- 
played on two mortar board stands 
and cylinder elevations. Mortar 
boards in regulation size are avail- 
able from Zaria Displays, 434 
Sixth Ave., New York, N. Y., at 
$12.50 each. Metal stands to 
support them, in 12 or 18 inch 
heights, are also $12.50. 








@ The great advantage of a window display over other forms of pro- 
motion is the fact that it shows not a description, not a reproduction 
of the merchandise on sale, but the merchandise itself—in the flesh. 

For this reason, many jewelers seem to feel that showing the mer- 
chandise alone is sufficient for effective window selling. In the end 
of course, the merchandise must speak for itself, but the attention 
of the passer-by must be caught so that he notices the merchandise 
you have to offer and his sales reflexes can also be stimulated by an 
idea which will associate your merchandise with some need or desire. 
Your window display should have the impact of a poster which will 
catch the eye and tell a selling story. Decorative accessories and 
copy are necessary to create this poster effect. 

Simple, dramatic accessories used in the three sketches shown here 
make these displays say “Graduation Gifts” at a glance. They 
would surely catch the eye of anyone with such a gift problem on his 
mind and they follow through with a straightforward presentatior 
of the merchandise. gee 
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Classic graduation symbols in accompanying sketches 
are here shown in greater clarity. Mounted on Homo- 


sote, diploma sells for $18.00; unmounted for $9.00. 


“Diploma look’’ is given white 
paper covered mailing tubes by 
adding gold seals and ribbons. 
Tubes display watches, are sus- 
pended from ceiling with narrow 
ribbons. Mortar board display 
stand from Zaria Displays has 
ribbons radiating from it with 
watches and other gift boxed 
merchandise along the _ ribbons. 


Giant diploma gives. graduation 
flavor to this display. Merchan- 
dise is raised on cylinder ped- 
estals above black and white 
checkerboard flooring of fabric 
covered pads laid in diamond pat- 
terns on plain flooring—white on 
black or black on white. White 
elevations are placed on black 
squares and vice versa. Zaria Dis- 
plays produces the big diploma. 





Queen Elizabeth II in wedding robes and thimble-size 
tiara holds center of stage in this display of tiny historic 
bride dolls. Called “Brides Love Diamonds,” it is available 
from its creator, Mrs. Mary E. Lewis of Brooklyn, N. Y. 


Miniatures of 20 women associated with famous diamonds, 
plus replicas of the gems themselves, may be rented from 
Mrs. Lewis. A replica of the Hope diamond is shown 
here with miniature of Gay Nineties actress May Yohe. 


Do-It-Yourself Diamond Show 


Here’s what to rent, buy, borrow, build. The best show 


for your store is the one you tailor to your own type 


of business. 


Keep these suggestions for 


reference 


3y DoroTHY DIGNAM 


® THE CROWN JEWEL DISPLAY of Famous Syndi- 
cate Inc., featuring the British regalia in replica, 
is the only “‘road show” of its kind specially plan- 
ned for jewelers. The partners, Standish O’Neill, 
with Broadway show experience, and Evaline Mc- 
Cullagh, expert on court etiquette in London, have 
exhibited for such firms as L. S. Ayres, Cowell & 
Hubbard, Mermod-Jaccard-King, and Harry Win- 
ston. 

Their regalia was made abroad, is the most de- 
tailed and well-cared-for collection in this country, 
and contains many exclusive copies such as that of 
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the all-diamond sunray tiara of Queen Elizabeth 
II. In addition there are models of famous dia- 
monds, some shown both in the rough and as 
polished gems, and many arranged on necklaces 
so they may be worn by models. 

Actually Famous Syndicate has two shows, The 
Crown Jewels of England and Famous Diamonds 
of the World, the latter being exclusively the big 
diamonds from every part of the world. 

Shows are given in jewelry stores, in diamond 
departments, at fairs, openings, anniversaries, 
etc., and as glittering court balls and fashion 
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Epitome of pomp and ceremony are 
here in replica by Famous Syndicate 
principal cuts of the great Cullinan D 
ceremonial objects, cushions, draperies 


shows for society and charity events. These lat- 
ter sometimes are sponsored or suggested by a 
local jeweler and the pageant may be followed by 
a week’s public exhibit in his store. Hilton Hotels 
from San Juan to Montreal have had a series of 
these jewel balls. 

Shows are usually on a weekly rental basis and 
are accompanied by one or both partners. bBook- 
ings may be made up to one year in advance. 
These shows always are productive of publicity; 


specially good for newspaper features, radio-TV, 
lectures, exclusive entertainment in clubs, and at 
big benefits. Address inquiries to Famous Syndi- 
cate Inc., 507 Fifth Avenue, Suite 307, New York 


17. 


“They All Loved Diamonds.” This is a “pack- 
aged show” that comes complete on a rental basis 
for one week or more. Mrs. Mary E. Lewis, the 
exhibitor, has shown in some of the finest jewelry 
stores in America, from Florida to Alaska. The 
exhibit consists of 20 replicas of famous diamonds 
with their own display cushions and signs, plus a 
collection of fascinating little doll-figures of 
glamorous women in the history of the big stones. 
Figures represent such famous characters as 
Queen Victoria, Elizabeth II in coronation robes, 


an 
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the Crown Jewels of England, reproduced 
of New York City. In addition to all the 
iamond, the exhibit includes crowns, tiaras, 
, services of a display expert and lecturer. 


From rough to brilliant. The nine stages in cutting 
a round brilliant are depicted in this series of mode! 
vems from Fred Frankel & Sons of New York City. 
Each model has a metal holder for effective display. 


Princess Grace of Monaco in wedding gown, Mme. 
Joseph Bonaparte, the Marchioness of West- 
minster, Marie Antoinette and her mother, Maria 
Theresa. 

The exhibitor accompanies the collection, sets 
up the display, greets customers, lectures in the 
store, gives TV shows and feature interviews for 
the newspapers. A second collection, for diamond 
ring promotions, is called Brides Love Diamonds 
and consists of 20 little bridal dolls covering two 
decades of history. Use these with diamonds 
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Authenticity in shape and cut distinguishes this display 


} 


of 15 renowned diamonds in replica, made of hand-lapped 


imported glass, from Fred Frankel & Sons of New York. 


from your own stock. Address inquiries to: Mrs. 
Mary E. Lewis, 1316 Elm Ave., Brooklyn 30, N. Y. 


New Replica Display from England. Experi- 
enced men in the display field say never to show 
replicas of famous diamonds in a box. The box is 
for transport, storage, or lecture work only. A 
new cone-shaped turntable has been developed in 
England and now may be duplicated to order in 
this country. Suggested over-all height is 22 
inches. In the original, openings were provided 
for up to 24 replicas. Specify the number of 
stones you wish to exhibit in your own display. 
For the larger stones, there are small platforms 
in the general shape of a brilliant, backed by a 
drop of fabric. 

For the smaller replicas, there is a border of 
“disks” (circular openings neatly lined). All sur- 
faces on which stones rest have small depressions 
to help hold them in place. Best covering is a 
dark velvet—black, sapphire blue, royal purple— 
contrasted with white velvet. Display comes with- 
out replicas or sign-cards. Approximate price in- 
cluding turntable, $75: without turntable. $56.50. 
Address inquiries to Morel Jewelry Displays, Inc.., 
38 W. 32nd St., New York 1, N. Y. 


Mineral Specimens for Exhibition. An assort- 
ment of South African native rock in its many 
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Cone-shaped turntable fo: 
licas of famous diamonds 


England, can be ordered with niches 


any number of replica gems from Morel. 


broken sizes, shapes and shadings, makes an In- 
teresting background for an educational diamond 
display. Young people, taking geology in the 
classroom, are attracted to mineral specimens and 
this is a good way to interest the youth market. 
There are many mineral! dealers, one suggestion 
being the Parser brothers who understand the 
diamond trade. They make up window-display 
selections all the way from $5 to $5,000, also rent 
assortments of rock and stone. If you want to 
include some diamond boart to contrast industrial! 
and gem diamond rough, Parser sells boart by the 
carat and it is not expensive. Their catalogue, 
25¢, lists everything. Address inquiries to A. G. 
Parser Inc., 54 W. 46th St., New York 36, N. Y. 

What to use with South African rock Spe (‘)- 

mens: 

Photos of diamond mining. 

Models of the cutting of a brilliant. 

A natural octahedron diamond and a polished 

brilliant. 


Industrial diamonds and One Or VOTE tools. 


Do-it-Yourself Projector. Give an evening, 
invitational, couples-and-young-people show of 
your own small transparencies on diamond sub- 
jects. You might even do it in your store. The 
new, small, portable projectors show color trans- 
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OY EX TA I 
DON'T BE FOOLED BY RIDICULOUS 

SIGNS OR CLAIMS — DIAMONDS 

OF QUALITY, UKE TEN DOLLAR 
GOLD PIECES, ARE NEVER SOLD AT 
DISCOUNTS OR. CUT PRICES! 
LU YOUR DIAMOND HERE 
WITH COMPLETE CONFIDENCE 


Educate the public against “drastic reductions” 


—and give them a good laugh at the same time 


By WILLIAM SCHEIBEL 


@® EVERY LEGITIMATE JEWELER knows that there 
are no “‘bargains” in diamonds. Every legitimate 
jeweler also knows that he can pick up his news- 
paper and read advertisements trumpeting ‘$750 
diamond values, now only $395.” 

No one has to tell him that this is buncum, 
simon pure rubbish. But what can he do? How 
can he combat “competition” of this sort? 

Some jewelers throw up their hands in despair 
and bemoan the hopelessness of their plight. 

Others convince themselves that their only re- 
course is to fight fire with fire and come up with 
advertisements of their own offering equally spur- 
ious diamond “values.” 

The net result is a bewildering barrage of ficti- 
tions “‘values” that first baffles customers, then 
tends to make them suspicious of all jewelers, 
legitimate merchants and bogus price artists 
alike. Recent surveys of public opinion confirm 
this unfortunate fact. 

If my livelihood were selling jewelry, I would 
neither dispair of competing with the phonies, 


nor would I sink into the mire and use their own 
weapons of sham and baloney. 

Instead, I would simply laugh them to shame 
by showing the public the absurdity and incon- 
sistency of their fraudulent diamond “value” of- 
ferings. And I’d use means so simple, so obvious, 
that no one could possibly miss my point. 

There are several ways of doing this. My way 
would be unorthodox, thus eye-catching, and sim- 
plicity itself. 

My show window would be my arena. In it I 
would put a fish bowl, the kind you can pick up in 
a variety store for under a dollar. I’d fill the bowl 
with water and for scenic effect toss in a few 
pebbles and a few sprigs of fern or other 
greenery. 

Next to the fishbowl in the center of the win- 
dow I would place a velvet-covered block and on 
top of this block, I would show a ring set with 
a rhinestone or “fiery”’ zircon weighing about two 
carats. A show ecard in front of the fishbowl 
would announce that the bowl contained “The 
Famous African Man Eating Invisible Fish”; an- 

(please turn to page 112) 
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ULTURED? 


X-ray will tell all 


Se cond un di oé rie Ss (de scribing t hie imi quisite Ss OF 
gem laboratory, this article de scribes tests to de- 
fermine whe the rea pe arl 1s 4 product oft nature Or 


OT man's Inge nuity linked ae that OT thie ouster. 


® THE MOST IMPORTANT single piece of equip- 
ment in an established gem laboratory, if one is 
to judge by the number of certificates issued in 
the various gemstone categories in large public 
laboratories, is an X-ray machine. 

The pear! trade has matured to a point where 
it is a commonplace that every genuine pear! sold 
must be accompanied by a certificate warranting 
it to be natural. Indeed, recently published sta- 
tistics In a government bulletin (Mineral Trad: 
Notes for January 1960) make one wonder how 
much longer the market will have any new nat- 
ural pearls. The number of fishing boats going 
out from Bahrain has fallen steadily—1500 were 
said to be operating in 1833 and 900 in 1896. By 
1930 the total had fallen to 509: there were but 
S3 in 1948, and by 1959 it had sunk to 12. The 
same publication shows an increase in Japanese 
pear! farms, from the 359 of 1950, with a produc- 
750 kilograms, to 3000 in 1958 with a 
production of about 37,500 kilograms. The bur- 
den of proof has been shifted to make a pear! 
guilty (of cultivation) until proved innocent. 
Here A-ray plays the role of sleuth. 


tion of De 


Converted Equipment Adequate 
X-ray equipment for testing is easily available, 
though pretty expensive. Its use requires no great 
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X-ray shadowgraph of baroque cultured pearl necklace. 
Note distinct demarcation between bead and nacre. 


by Dr. FREDERICK H. POUGH 


Gemological consultant for JC-K 


amount of training. All dentists have such ma 
chines and use them routinely; for a time even 
shoe stores had them, till common sense elimi- 
nated this superfluous source of radiation hazard. 
Neither the dentist’s nor the shoe store’s X-ra\ 
machines are quite the same as the one the jewel- 
er’s laboratory might use, but the differences are 
not great. The adaptation of a second-hand one 
for pear] testing is not very expensive and has 
sometimes been effected by technically educated 
laboratory workers. The changes adapt it to the 
different applications which the different classes 
of pear] tests demand. 

The tests an X-ray makes of pearls are of three 
different types, and an ideal machine should per- 
mit all three. The simplest is a mere exposure 
of the pearls, strands or singles, as close to the 
X-ray beam as convenient, while they can be ob- 
served in a darkened room. We look for a pos- 
sible luminous response, called fluorescence. Salt 
water ovster nacre does not fluoresce under the 
bombardment of an X-ray beam. Fresh-water 
grown nacre does. Since the beads that have 
been used in the Japanese culturing operations 
were cut from fresh-water mussel shells, the, 
fluoresce. This fluorescence shows through the 
relatively thin skin of new nacre added during 
their sojourn in the bodies of the oriental rela- 
tives of the original producers. A lack of fluores- 
cence under the beam is interpreted as indicating 
a natural pearl. However, since there now exist 
new core-less pearls and a few older small-core 

(please turn to page &&8) 





THE FLOWER OF PRECIOUS JEWELRY 


Finest quality...exquisitely designed...superlatively wrought 


Oscar Heyman ¢z Brothers, Inc. 


6049 Filth Avenue. New York IO. N. Y. 
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DIAMOND 


MOVIE... 


IN SOUND AND COLOR 
TO PROMOTE YOUR DIAMONDS 


YOURS FREE to show in your town 


A 27-minute professional production featuring @ a dramatic modern love story 


e fascinating facts about diamond mining and cutting, judging diamond quality 


“The Eternal Gem” is a new diamond movie. 
[t’s entertaining, informative, a professional! 
‘spectacular’ in sound and color, produced 
to help vou promote your diamonds. Yours 

on a free loan basis—it’s ideal for 


LO use 
showing before high school, college and club 
groups, for presentation as a sales training 
aid, and for your TV program. (71,656,000 
people enjoyed its predecessor, ““A Diamond 
IS Forever. | 

With modern romance setting the scene, 
this film gives a dramatic account of the 
diamond's symbolism, rarity, preciousness. 


There’s also an exciting tour through the 


DE BEERS 


diamond mines taken on location in South 


Africa—an authentic and interesting 
sequence on diamond cutting, photographed 
at a leading cutting house. Facts on 
judging diamond quality are given from 


the jeweler’s side of the counter. 


For details on how you may obtain the 
film, “The Eternal Gem,” to show in your 
town, write to the exclusive distributors, 
Association Films, Inc., at the address near- 
est you: Broad at Elm, Ridgefield, N. J.; 
561 Hillgrove Ave., La Grange, Ill.; 799 
Stevenson Street, San Francisco 3, Calif.; 
1108 Jackson Street, Dallas 2, Texas. 


in with the national diamond promotion 


—keep diamond sales coming your way 


CONSOLIDATED MINES, LTD. 





The pyramid-like tetrahedron which holds the graphite, and on which the anvils 
exert pressure, is made of a mineral called pyrophyllite. Inset shows assembled 
tetrahedron, which is 114 inches on a side. Stripped tetrahedron shows the 
hole in which the graphite is placed. The exploded view shows, from center out: 
graphite, nickel plates, tantalum piates, wedges to complete pyramid shape 


The “GEM” Jactory on route 128 


Here the Air Force is studying all ways to syn- 
thesize crystals, including diamond. Object: tran- 
sistors that can function at high temperatures for 
missiles and space vehicles re-entering Earth’s 


atmosphere 


By Dr. Frederick H. Pough 
Gem Consultant for JC-K 


® ROUTE 128, the Boston Bypass, has become 
known as a U. S. center for trained brains. Com- 
pany after company has set up research labora- 
tories and factories for technically complex prod- 
ucts along this highway, to get the benefits of an 
unusually skilled labor force domiciled in this 
part of the country. 

As one drives along the highway one sees signs 
like Polaroid, Raytheon, Tracerlab, the names of 
companies known to Wall Street as glamor indus- 
tries of the electronic age. It is not surprising 
that the Air Force, too, decided to establish there 
its laboratory for electronic research, at the Bed- 
ford, Mass., Airbase. The Cambridge Research 
Center is the site of all Air Force basic research 
in physics and electronics. One of its projects is 
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These diamond crystals were grown in 10 minutes by Air 
Force scientists. Crystals are up to 1/32 of an inch 
across, are well formed, transparent, range in color from 
light green to yellow. They are sharper in form than natural 
diamond. Photo shows them about 50 times actual size 
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The search for beauty .. . dynamiting the ‘blue ground’’ that yields diamonds 


*KBAUMGOLD SELLS ONLY TO THE TRADE 


Hundreds of feet below the surface of the South African earth a native miner drills to blast and 
uncover the diamonds. Hundreds of feet above the surface of a New York street Baumgold cuts 
and polishes the famous Circle of Light and Jager Blue diamond. Both are dedicated to a single 
purpose ... the miner to discover the diamond, Baumgold to uncover its blazing radiance to 
help you sell more diamonds. Baumgold will never deviate from this dedication. That’s the 


point of Baumgold’s leadership! 


28% | aDes : % 


wine £9 6 Ge Ge Ge ee sso FIFTH AVENUE, NEW YORK 36, N. Y. 
NEW YORK LOS ANGELES TORONTO + VANCOUVER * LONDON + ANTWERP 


79 





some essential research in solid state physics; that 
is, a study of crystals with an immediately fore- 
seeable application to the production of transistors 
of greater dependability under extreme conditions 
of temperature, pressure and humidity which 
make the conventional transistors inoperative. 

The crystal-growing project is under the super- 
vision of William G. Field, and its goal is an 
investigation of methods for producing all types 
of semi-conductors by any and all methods known. 
Many of the semi-conductors are known already 
as mineral crystals; they are substances which, in 
a pure state, are not conductors of electricity, but 
which become conductors when certain impurities 
are present. Neither of the common ones, silicon 
and germanium, is a conductor when it is pure. 
Both become useful as transistors when they are 
properly “doped,” as they say, with an impurity. 
Corundum is likewise a non-conductor when it is 
pure, but the Bell Laboratories have found that 
chromium (which transforms corundum into 
ruby) gives it semi-conductor properties. Under 
the proper conditions diamonds are also semi- 
conductors. 


Crystals for Transistors 

The physical properties that make a selected 
few minerals suitable for jewelry use (hardness, 
toughness, durability, inertness, uniformity of 


structure, size, and homogeneity) are the same 
that make some crystals better than others as 
transistor possibilities. Consequently, all of these 
minerals are among the best possibilities, and all 
should be investigated. With this in mind, Mr. 
Field has initiated experiments and set up equip- 
ment to produce all types of crystals, some of 
them, of course, being the gem minerals. 

The most dramatic development to date has 
been the manufacture of diamond crystals. The 
news services, having seen a plethora of diamond 
synthesis announcements, were not particularly 
impressed by the January disclosure that the Elec- 
tronic Research Directorate of the Air Force’s 
Cambridge Research Center had also been suc- 
cessful. However, since the diamonds were the 
product of the first trial of a new press, took two 
minutes to grow, and since the press is also a 
commercial one that anyone can buy, the an- 
nouncement may presage developments that 
should not have been passed over so casually. 

The new press was described in an article that 
appeared in the November Scientific American. 
[It was built at the Center by Raymond Ehren- 
beck according to a new and ingenious design by 
Dr. H. Tracy Hall of Brigham Young University. 
It is called a “tetrahedral anvil press,” and in 
various sizes is capable of producing pressures up 
to 2000 tons per square inch. 

Four pistons are arranged to meet at a common 





To produce the terrific pressures needed to crystallize 
carbon into diamond, the Air Force uses this ‘‘tetrahedral 
anvil press."” Sample to be ‘‘squeezed”’ is placed in the 
center of the four pistons. Presses like this are capable 
of pressures up to 2000 tons per square inch. 


center. Each piston is truncated by a small, flat, 
triangular area, which encloses, when they meet, 
a tetrahedron 11% inches on an edge. Similar 
presses, capable of 100 to 2000 tons pressure are 
manufactured by the Engineering Supervision Co. 
of New York City, at a cost of up to $60,000. 
However, to make diamonds one does not have to 
have one of the most expensive presses, 600 tons 
of pressure seem to be enough. 

The press and the tetrahedral chamber prin- 
ciple is very different from that developed by the 
General Electric Company, little of whose data 
was available to Mr. Field. Had it not been for 
the steel strike, Mr. Field says, the press would 
have been finished and diamonds would have been 
produced before last Fall’s further release of de- 
tails of the G. E. process. By deduction the Air 
Force group had been led to the correct conclu- 
sion about the role of a catalyst and had planned 
on starting with the same one that G. E. had 
found to work. 

The press is capable of sustaining high pres- 
sure; its heads are made of very strong, tungsten 
carbides, and its design permits a quick distribu- 
tion of pressure over a much broader area than 
the conventional opposed-piston press. The tung- 
sten carbide “anvils” are forced into slightly 
smaller sockets in heavy tungsten steels under 
tremendous pressure, at the Watertown Arsenal. 
This confining pressure, constantly pressing in- 
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CREDIT 
FOR “| REN-AGERS 


During this store’s experiment with teen-age 


installment contracts, “‘no account has gone sour” 


By WILLIAM WAGNER 


Installment Credit Consultant to JC-K 


® SEARCH AND RESEARCH has located a retail 
jewelry store that is having great success selling 
on credit to teen-agers still in school. 

This jeweler recently took a handful of repre- 
sentatives of the retail jewelry business on an oral 
“guided tour” of the unique plan being used by 
his firm to make boys and girls im high school 
profitable charge customers on their own respon- 
sibility. 

The jewelry store engaged in this novel experi- 
ment is in a trade area of about 75,000. Most of 
the teen-age customers come from three high 
schools, two public and one parochial. 

The store’s teen-ager plan has been in opera- 
tion about six months, and the spokesman for the 
firm reports ““‘We have opened a rather large 
number of accounts in proportion to our busi- 
ness. So far no account has gone sour.” 


Basics for Teen-Age Credit 

Before attempting to outline the operation of 
this unusual teen-age venture—probably unique 
in the jewelry field——it seems in order to list the 
basic factors without which the project obviously 
would have been doomed to failure. 


1. [een-age customers are solicited and treated 
the same as other credit customers. Their patron. 
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age is sought on a business basis. In line with 
sound credit-granting practice, reasonable pre- 
cautions are taken to determine the degree of risk 
involved in every individual case and to handle 
every detail so that future misunderstandings wil! 
be avoided. 

2. The store’s preliminary requirements for ex- 
tension of credit are explained fully to every 
customer, and it is made clear that the terms and 


conditions of the agreement have to be fulfilled. 
Provisions of the contract are set forth as simply 
as possible and are complete and definite. Every- 
thing possible is done to avoid leaving loose ends 
which might cause trouble later on. 

3. From the very outset, the aim of the man- 
agement is to establish confidence in the store, its 
management and its policies with a view to 
making profitable sales immediately and building 
good-will for the future. 


Straight Talk in Ads 

Local newspapers and school papers have been 
used to good advantage in offering credit to high 
school students. The advertising COpy has been 
straightforward and businesslike. There has been 
no “talking down” to students. No objection to or 
criticism of the store’s approach in its advertising 
and selling has been voiced by school authorities 
or the parents and guardians of the students. 

Once an account has been opened for a teen- 


(please furn to page QF ) 


JLAR-KEY 





THE CULTURED PEARL 


fashioned 


and 


presold by 


~ 





























rr ~+ THD Tart 
at get The Tact 


IMPERIAL PEARL SYNDICATE, INC., world’s largest importers of the world’s finest cultured pearis 
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Jeweler Robert Norman holds a $50 wall 
clock typical of the unusual timepieces 
in which White Brothers specialize. 


By ROBERT LATIMER 


Dead Walls Come To Life. 
Triple Clock Sales 


® KEEN OBSERVATION can add richness to living; 
it can also add fullness to the pocketbook, an area 
where a bulge is a blessing instead of a social 
drawback. 

tobert Norman, manager of White Brothers 
Jewelers, New Orleans, increased his clock vol- 
ume 300 per cent in three years by keeping his 
eyes open and acting on what he saw. 

Visiting new “budget” homes springing up in 
the suburbs, Norman noticed that the vast ma- 
jority lacked any architectural wall decorations 
—no mantels, no built-in bookcases, no nothing. 
To fill this emptiness, homeowners were buying 
big wall clocks, “the most unusual styles possi- 
ble,” Norman recalls. 

With more and more bare-walled homes sprout- 
ing, more and more money would be spent on 
wall clocks, Norman reasoned. He decided it 
should be spent at White Brothers. 

In the past, White Brothers’ experience with 

Name a clock, any clock, and chances are good you'll find clocks had been disappointing. Until early 1956, 
it somewhere in the 800 square feet of wall space White when Norman got “the message, ” clocks had been 
Brothers devote to clocks. sold primarily in conjunction with the watch de- 

(please turn to page 96) 
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X-RAY FOR PEARLS 

(continued from page 74) 

pearls, this test may only be regarded as positive 
for cultured pearls and uncertain in respect to 
ratural ones. Also, it should be remembered that 
natural fresh-water pearls would also be fluores- 
cent, though their color is so different and their 
response so bright that they would be promptly 
recognized. 


Nature’s Core... Or Man’s? 

Definitive tests with the machine give a photo- 
graphic record. For these it is most convenient 
to have the source of the beam, the tube, rotata- 
ble. It has to be projected downwards and broad- 
ened to produce a shadowgraph of an entire neck- 
lace or group of pearls lying on a piece of photo- 
graphic film (Fig. 1). The easiest device is a 
regular film holder that can be set under the ma- 
chine on which the pearls lie. With practice one 
can soon learn to differentiate between the 
shadowy outlines indicative of a natural pear! and 
the line of demarcation between the bead and the 
later growth which in the cultured pear! is usually 
very distinct. 

If we are still unsure, we have the diffraction 
picture, an adaptation of a standard, but now lit- 
tle used, mineral testing technique. For this we 
need to be able to shutter down our X-ray tube 
to emit only a rod-like stream of X-rays. The 
beam is directed at a pear] that is mounted ona 
glass rod or held by a thread a short distance in 
front of a piece of photographic film. A pattern 
of shadowy spots results, the effect of a crystal- 
lographic principle of great value in mineral test- 
ing. It depends on the fact that the wave-length 
of X-rays is very short, that to them a solid 
crystal looks like a pile of screens. Most of the 
beam goes right through the spaces, but in the 
crystal there are atoms lying in definite rows, like 
the wires of the screens, which deflect a part of 
the beam, like little mirrors, at fixed angles. The 
reflections strike the film behind the pear! at vari- 
ous points out and away from the spot where the 
main stream of X-rays goes in a straight line 
from the window of the tube to the film. On de- 
velopment this produces a symmetrical pattern 
of dark spots around a central point. 


Laue-gram Method 

In mineralogy we can measure the location and 
separation of the spots and their distances from 
the center. In this way, the atom spacing, the 
structure, of various crystals has been worked 
out. The crystal symmetry—hexagonal, cubic, or 
whatever—shows very clearly in the spot pattern 
that we call a Laue-gram after the inventor of the 
method. In pear! testing, actual measurement is 
not necessary, we get either of two types of sym- 





metry which is, respectively, characteristic of 


natural, or cultured, pearls. 

All the layers of natural pearls, and the outer 
layers of cultured pearls, are concentric spheres. 
Kach sphere is composed of a single layer of tiny 
crystals of calcium carbonate, aragonite, all stand- 
ing side by side. Flat sheets with the same struc- 
ture make up the shell layers of mother-of-pearl. 
Since the natural pearl is a sphere, the X-ray 
beam always strikes the ends of crystals, never 
the sides, like someone trying to touch a porcu- 
pine. However, if there is a large bead inside the 
pearl, one whose structure is flat layers of crys- 
tals, in most positions the beam will strike the 
crystals, sideways. If, by some coincidence, it hap- 
pened that the pearl was placed so that the beam 
chanced to fall directly down onto the ends of the 
crystals on the pile of layers, it would give the 
same pattern as if the pearl were natural. To 
eliminate this possible source of error, all natural- 
seeming pearls are set up again, after a 90° turn, 
for a second picture. 

The Laue-gram of a natural pear! results in an 
hexagonal distribution of spots, symmetrically 
centered on the long axis of the needle crystals. 
The disturbance of the X-ray beam from a side- 
ways impact on the crystal layers creates a square 
pattern: four sets of spots, above, below, to the 


question as to the nature of the tested pearl. Some 
European laboratories rely exclusively on photo- 
graphic tests, feeling them more reliable than the 
mere fluorescence, if they use the X-ray machine. 
In London an endoscope is often used as an al- 
ternative to the X-ray. 

An X-ray machine is easily available from sev- 
eral manufacturers. The ideal instrument would 
probably be slightly modified from a standard 
medical or industrial model. Such instruments 
are practical, safe, and require no external shield- 
ing beyond that built into the machine. An op- 
erator needs only a short time to learn the tech- 
niques, though experience will increase his con- 
fidence in his results. One person should be made 
responsible for the machine’s operation and main- 
tenance. The routine fashion in which they are 
used by dentists demonstrates that they are 
neither very complicated nor fragile. Dental ma- 
chines cost about $1,000 and probably could be 
adapted; the best mineralogical ones might cost 
several times as much. 


The Endoscope 

The alternate machine for pearl examination, 
the pearl microscope or endoscope is not nearly so 
easy to obtain. The principle of the endoscope, an 
invention of Dr. H. Michel and G. Riedel of 
Vienna, depends on light following separate lay- 





right and to the left. The film eliminates any 
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ers in the mother-of-pearl, bending if the layers 
are curved, going straight if the layers are flat. 
Pearls to be tested in an endoscope must be 
drilled. The sides of the drill hole are examined 
by a microscope by inserting a tiny hollow needle 
with a beveled solid tip with mirror surfaces. A 
light is beamed down the inside of the needle. At 
the end it strikes a mirror at 45° that reflects the 
light outward onto the pear! through a little hole 
in the wall of the needle directly above it. The 
beam of light enters the pearl and is conducted 
away from the drill hole by the layer. If it is a 
curving layer, as it would be in a natural pearl, 
it eventually is led around and back to the drill 
hole. The outside end of the needle has a simi- 
larly inclined mirror end. As we move it back 
and forth in the pearl, we find a place where both 
ends lie opposite the two ends of the same curved 
layer. A flash of light is visible at this point, hav- 
ing come down the needle, been reflected into the 
spherical layer, followed it around to the other 
side, and then, striking the second mirror, been 
reflected out the other end of the hole into the 
microscope which is examining the mirror. If 
the inside of the pear! is a bead with flat lavers, 
then that light beam is never led back to the sec- 
ond mirror and so one sees no flash of light. Often 
we can see a spot of light on the outside of the 
pearl showing where the layer comes to the sur- 
face, under the few layers of cultivated nacre. 

For pear! testing in our laboratory both instru- 
ments are important. Under normal circum- 
stances one will do, and it will usually be the X- 
ray. Careful examination of a string of pearls is 
a time-consuming job. As it is done in London, 
each pear! is examined separately after the strand 
has been cut apart. Usually such detailed work 
is justified only after some preliminary tests, such 
as the X-ray fluorescence, indicate that a more 
careful study seems justified. 

The remaining instruments for the well-equip- 
ped laboratory are less expensive, but equally use- 
ful and are sometimes essential for a particular 
job. None of them is worth anything, however, 
unless there is an experienced operator who can 
accurately interpret the results. New problems 
are always cropping up and being solved. The 
new coreless cultivated pearls of which we have 
been hearing will probably present a fresh and 
interesting challenge, if they ever become abun- 
dant. Such things provide the fun of gemology. 
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Why have many watchmaker schools gone out 
of business recently? Will the jewelry industry 
have enough watchmakers a few vears from now? 
These questions will be answered in an early issue 
of JC-K by the directors of the schools. Be sure to 
read “What’s Happening to Watchmaker Train- 
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DIAMOND SHOW 
(continued from page 72) 
parencies or black-and-white slides on a 30x40 
roll screen. They need only a 500-watt lamp, 
won't blow a house fuse and may be used with 
automatic remote control of pictures, so you don’t 
need an operator. 
Suggestions tor diamond subject-matter for 
YOuUr Camera: 
Borrow SOLE interesting VE welry from (/ 
museum: then contrast it with today’s mod- 
erie designs from Your own stock. Ask CUS- 
romers to allow You to photograph “My lav- 
orite ring” or other treasure. Most people 
are flattered to be asked. Photograph close- 
“ps Of fresh flowe rs, buds, single blossoms, 
pe tals. le “VES, twigs ms the i show mode ri 
he welry based on these forms. 
Show rough gem diamonds against colorful 
fabric backgrounds; then gem diamonds un- 
mounte d. Mine ral spe cime iS of colore d stone S 
mate good picture S, too. All these are a chal- 
enge to the photographer but patient experi- 
ments with lighting will help. 


Maps and Pictures for Diamond Displays. A 
large pictorial map of South Africa may be 
framed or used as a poster for a diamond show 
window or inside display. It indicates the dia- 


mond fields, 29x2414, and is very colorful. Free 
on request to South African Tourist Corp., 610 
Fifth Avenue, New York 20, N. Y. 

Diamond mining and cutting pictures are avail- 
able free of charge from Diamond Promotion De- 
partment, The Reuben H. Donnelley Corp., 230 
Ki. Sandford Blvd., Mount Vernon, N. Y. They 
come in a set of 20 black and white, standard size 
8x10, with captions describing the major steps. 

Blow-ups of any of these photos may be ordered 
in black and white or hand-tinted. Popular sizes 
are 16x20, 20x30, and 30x40. Some subjects 
(such as the mining scene showing native work- 
ers blasting blue ground) have been enlarged to 
life size for striking background-effect with dis- 
plays of rock and rough diamonds. Choose pic- 
tures from the Donnelley set as directed above, 
then write for prices on blow-ups to N. W. Ayer 
& Son, Inc., 30 Rockefeller Plaza, New York 20. 

Glass That Glitters. There are a thousand 
things you can do with replicas of famous dlia- 
monds. Some come in sets; some are sold sepa- 
rately. Besides their use in store display, with 
lectures, in high school classes, on television and 
in selling diamonds, remember the replicas for 
prizes, awards, donations and raffles. A single 
stone in a presentation box makes an impressive 
appearance and is something the recipient wil! 
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come to you to learn all about. Here are some of 
the Austrian glass replicas available from Fred 
Frankel & Sons, 28 W. 38th St., New York 18: 

Full cut brilliant, 2 inches across, $5.50. 

Emerald cut; exact replica of the 125-carat 
Jonker diamond, $5.50. 

Great Star of Africa, world’s biggest diamond 
(Cullinan 1), with Cullinans 2 and 3, attractively 
boxed, $19.50. 

Koh-i-noor, Hope, Great Mogul, Sancy, Regent 
and ten other historic stones, in substantial carry- 
ing box, $35. 

Models showing the nine steps in the cutting of 
a brilliant, with metal display holder for each 
model, in handsome box with tray. Ze 8 


GEM FACTORY 

(continued from page 80) 

wards adds to the strength of the carbide head. 
The position of all four anvils must be delicately 
adjusted so that they never actually touch, but 
remain separated from each other by a hair’s 
breadth. The material in the center, in which the 
working cylinder is cut, flows just enough to make 
a seal and prevent any leakage of the contents. 
The closing pressure is hydraulically applied. Ob- 
viously, the tubular rods that hold the cylinders 
must be extremely strong and free of any im- 
perfection. Those at the Cambridge Research 
Center were tested by X-rays to make sure that 
they were faultless through their entire lengths, 
for it is they, after all, which hold the four pis- 
tons together. 


Graphite and Nickel 

The pressure chamber is filled with a tetrahe- 
dron cut from a claylike material called pyro- 
phyllite, and marketed as “Tennessee Grade-A 
lava.” This is cut into exact dimensions, and a 
notch is cut in the two opposite edges. At the 
bottom of the cut a small hole is drilled, one fourth 
of an inch in diameter and extending about half 
an inch to the other end. This yields a cylindrical 
working chamber about the size of a small lead 
pencil eraser. 

For a run the chamber is filled with the sub- 
stance to be squeezed, and if it is to be heated, it 
is encased in a graphite ring. For the diamond 
work a graphite cylinder takes the place of the 
ring. The notches are filled with wedges to re- 
store the tetrahedron and it is placed in the press, 
three of whose pistons have already been brought 
close together, with the top one left up to permit 
the insertion. This is then lowered and all are 
adjusted so that their spacing is exactly alike. 
Additional oil is then forced in, to drive the pis- 
tons evenly inwards to press on the tetrahedron 
faces. 

When high temperatures are wanted at the 





same time, as in diamond synthesis, they are se- 
cured by passing an electric current through the 
graphite resistor ring or rod. The adjoining pis- 
tons are connected up with like charges, opposite 
to those of the other pair. In making up the 
charge a tantalum plate is laid across the top of 
the chamber and allowed to project onto the tetra- 
hedral faces. In this way the electrical contacts 
are made, the current entering from the pistons, 
passing through the resistance and getting hot 
(how hot depends on the current, which despite 
a low voltage may be up to 1000 amperes) and 
then out the other set of pistons. 

The resistance of the graphite supplies the heat, 
enough to melt the graphite. In the case of the 
diamond test, little nickel plates are put at the end 
of the carbon rod, in contact with the tantalum. 
The nickel also melts and invades the molten 
graphite. The pyrophyllite is Just warm; the 
anvils never get more than a little warm to the 
touch. 

When the current is turned off the press can 
very soon be opened, and the tetrahedron broken 
to reveal the results. A crust of diamond crystals 
is found to form along the now-broadened nickel- 
graphite transition border. The center remains 
nickel-free graphite and the ends carbon-free 
nickel, but in between, for perhaps a total of 
1, th the entire length, if we count both ends, there 


is a mixture of diamond crystals with nickel. A 
whole “run” takes only 10 minutes. Solution of 
the nickel in acid frees the diamonds. 


Why the Green Hue? 

In contrast to the results achieved by G. E., the 
Air Force project will not be content with the in- 
dustrial dimensions of the initial test runs; they 
are primarily interested in crystals of appreciable 
size that can be used as transistors. Even the 
first crystals were well formed, transparent, light 
green to yellow. They grow up to 1/32nd of an 
inch across in sharp combinations of octahedron 
and cube. As crystals they are unlike any natural 
diamonds in appearance, for they are sharper 
and wholly unrounded and unetched. Examina- 
tion under a polarizing microscope shows them to 
have a perfect grain, in the sense that they show 
no signs of strain or knots, and there are no 
macles. The cause of the prevalent green hue is 
still uncertain, as are the results of the electrical 
tests which may determine whether or not the 
crystals are of the right type for the projected 
uses. 

The spectacular success of the very first run 
proved the practicability of the press designed for 
the project. There is much work still to be done 
before any gem quality crystals may be made. 
We still do not know what causes the color in 
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diamonds with any certainty, the effect of various 
impurities or even the effect of various catalysts. 
All of these studies are planned, for they are part 
of the research problems of solid state physics. 
Mr. Field is planning to pursue this research until 
his goal of transistor quality crystals has been 
attained. 

At the same time we must not overlook all the 
other crystal syntheses that are going on at the 
Cambridge Research Center: Verneuil rubies, hy- 
drothermal rubies, hydrothermal emeralds, melt 
syntheses (garnets, etc.), Verneuil titania, gas 
condensation; all conceivable crystal - growing 
projects. If they can think of it, they’ll try it! 
And all means are employed; the oxyhydrogen 
flame, gas dissociation, melting vats, vacuum 
growing (colorless silicon carbide is another goal), 
anything that promises suc¢ Surely there are 
many other wonders yet to come from this most 
interesting of all crystal growing laboratories. 

The writer wishes to thank Mr. William G. 
Field for his generous cooperation and assist- 
ance in preparing this summary of the work of 
the Center. He hopes to keep the jewelers in- 
formed of other developments at Bedford as they 
come. aaa 


Natural Diamond Transistors 


South African scientists 
are running natural dia- 
monds through extraordi- 
narily stiff paces. They are 
confident that the gems 
can be useful to science as 
transistors, as supersensi- 
tive thermometers, and as 
Geiger probes to trace ra- 
dioactive materials in the 
body. 
The Diamond Research 
Laboratory in Johannes- 
burg, where DeBeers and 
Industrial Distributors, 
Ltd., are sponsoring the re- 
search, has installed a high- 
voltage electron accelerator 
(right), the only one of its 
kind in the world. The in- 
strument bombards dia- 
monds with electrons trav- 
eling at 180,000 miles per 
second; under that bom- 
bardment certain stones are altered in hardness, 
surface structure and electrical conductivity while 
others resist change. Scientists believe such test- 
ing will help them determine which kinds are 
valuable scientifically. 
Already discovered is the fact that the Premier 





natural blue diamond type has semi-conductor 
electrical properties that make it usable in tran- 
sistors. Scientists found that the Premier blue is 
supersensitive to changes in temperature, making 
it excellent as a precision thermometer (a Premier 
blue is, in fact, being used for that purpose in 
the bombarding machine itself!). 

Researchers have also found that certain dla- 
monds are ideally suited to detecting radioactiv- 
itv, because of their ability to counter radioactive 
waves. These could be valuable to radiologists in 
tracing radioactive materials introduced into the 


body. 


CREDIT FOR TEEN-AGERS 

(Conriniwue d from page SZ) 

ager, he is invited to cooperate in opening ac- 
counts for other students. A falr commission is 
paid on the opening sale of a new account. 


Fundamental Safeguards 

l. Every applicant for credit must present a 
note from a parent or guardian stating that there 
is no objection to the opening of the account. 

2. If a student applicant for credit does not 
have the written consent of a parent or guardian, 
the jeweler offers to phone the parent or guardian 
while the applicant is in the store. Phone calls to 
parents or guardians always are made with the 
consent of the applicant for credit. 

3. If a phone call cannot be made or completed, 
«a letter is written to the parent or guardian; but 
always with the consent and approval of the ap- 
plicant for credit. 

!. In all cases, assurance is given to parents or 
ruardians that opening an account imposes no 
financial obligation on the parent or guardian— 
that the transaction is wholly between the store 
and the teen-ager. 

». If a parent or guardian should object to the 
opening of an account for a teen-ager, the account 
is not opened. 

6. If a sale has been made to a teen-ager, and a 
parent or guardian raises an objection, the store 
takes back the merchandise and closes the ac- 
count. 

[It should be emphasized again that youthful 
credit customers are always treated as adults. If 
dunning an account is considered necessary, a 
courteous telephone call is made. When results 
cannot be obtained by telephone, the jeweler con- 
siders a heart-to-heart talk with the teen-ager 
the next best thing. 

After five months of teen-ager credit selling, 
the jewelry store has a record of “no bad-debt 
losses.” A spokesman for the firm said, “the 
youngsters pay better than their parents.” 

Under no circumstances will the retail jeweler 
extend credit in excess of $25 to a school-attend- 





See your wholesaler today and join the 
thousands of retailers already profiting 
from this terrific seller. 


Fiancll Goldstein-Gerson co.. 


130 WEST 46th ST. © NEW YORK 36. N. Y 





This replica of the Liberty Bell in cultured pearls, 
during the next 12 months will be displayed at lead- 
ing department and jewelry stores. 

Valued at 1 million dollars it is from the Mikimoto 
Collection. 


K. MIKIMOTO & CO. LTD. 
2 WEST 46th ST... N.Y. C. 36, N.Y. 
SUDSON 6-6992-33 
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TWIST-O-FLEX 


U.S. PAT. NO. 2,689,450 


by 
a 
7 eX 


ln 1959, Speidel marketed an engineering break- 
through in watchband construction and called it TWIST- 
O-FLEX. This new revolutionary watchband created 
such phenomenal consumer demand that it was on 
strict allocation all last fall. Even with full production, 
delivery to consumers barely scratched the surface of 
the tremendous Twist-O-Flex demand. 


Twist-O-Flex production has now been increased in 
preparation for the most powerful advertising cam- 
paign ever launched for a Speidel product! 


Contact your Speidel Distributor immediately. Be ready 
with a complete Twist-O-Flex line . . . in time for the 
Twist-O-Flex television commericals on the “Price Is 
Right” on the following dates: April 13, 20, 27, May 11, 


18, 25, June 1, 8 & 15. 


ing teen-ager. Weekly payments never are allowed 
to exceed 50¢. 

Low credit limit and small weekly payments 
which a student’s allowance can stand without 
straining, plus at least passive cooperation on the 
part of a parent or guardian, provide the elements 
upon which an “honor plan” operates without 
running into difficulties. 


Estimate Teen-age Potential 

A jeweler interested in selling to teen-agers on 
credit should find out how many high school stu- 
dents there are in his trade area. With that in- 
formation in hand, it should be possible to esti- 
mate how many of those students are potential 
jewelry-store credit customers. 

If the number of potential accounts is multi- 
plied by 25, it will be possible to get a rough idea 
of the dollar volume of ready sales that beckons. 
Once that simple calculation of potential volume 
has been made, it should not take much more to 
make a person with a little imagination and some 
ambition lay the foundation for worthwhile busi- 
ness which so far has eluded most of the retail 


jewelry trade. Zee 


DEAD WALLS COME TO LIFE 

(continued from page 84) 

partment, and the stock generally ran to stand- 
ard styles of $50 and under, styles sold widely 
through many other outlets. 


Bizarre Best Bet 


Suburbanites were not buying run-of-the-mill 
clocks to glamorize their barren walls, Norman 
knew—so baroque, off beat, even outlandish 
styles would be his milestones en route to the 
clock revolution he had in mind for White Broth- 
ers. 

Surveying the store to determine where to 
carry his planned stock, Norman found White 
Brothers had almost as much dead wall space 
as the suburban homes which would be his mar- 
ket. 

Substituting 8x4 foot panels of pegboard for 
the hardwood panelling on the “dead _ spots,’ 
Norman called in a woman architect noted for 
her color sense to determine what color pegboard 
backdrop would suit which kind of clock. She 
recommended bright canary yellow for one va- 
riety of clocks, soft grey for another, rich 
magenta for a third. 

When the architect had finished, Norman found 
himself with more than 800 square feet of wall 
space available for clock display. 

While alterations were going forward, Norman 
scoured the South for clocks, buying a dozen 
here, two dozen there, always with the emphasis 





on unusual styling. Most of the stock he acquired 
retailed for between $55 and $100, but he also 
picked up a few ultra timepieces retailing for 
as high as $185. 


A Clock For Every Taste 

Today a visitor to White Brothers is dazzled 
by clocks: wall clocks and shelf clocks, tiny clocks 
and huge clocks, jeweled clocks and “‘space age’”’ 
clocks, children’s clocks and nautical clocks. The 
emphasis continues to be on the unusual, but by 
way of contrast Norman sandwiches a couple of 
the old standby “institutional” clocks into his 
displays, the kind that used to hold your attention 
for the last 10 minutes before recess at school. 

To accommodate the customer who has a good 
idea of the type clock he wants, clocks are 
grouped according to style on wall panels and 
shelves—molded material wall clocks in one 
group, jeweled gift clocks, both electric and wind- 
up, in another, etc. 

In popularity, wall clocks, the big space-fillers 
and brighteners for empty walls, have the edge 
on other models, and this can be attributed at 
least in part to an unusual merchandising gambit 
Norman has used to great effect. 


Outside Selling 

When a customer is attracted to three or four 

large wall clocks but dithers when it comes to 
making her final choice, White Brothers wraps up 
all the “candidates,” loads them into an automo- 
bile, and takes them out to the prospect’s home 
where she can see how they look on her own wall. 
These jaunts into suburbia have turned the trick 
in many a sale of a $100-plus wall clock, Norman 
SavVs. 
Though the clock department is “easily the 
most profitable department in the store,’’ Norman 
admits he’s made his share of bloopers. “Of 
course I’ve made mistakes,” he says. ““‘Where a 
stvle proves too advanced, or otherwise not quite 
what the public wants, we keep it in inventory 
for six months. Then we mark it down sharply 
and sell it away, keeping the clock inventory 
fresh and saleable.” 

Norman has evolved the following merchandis- 
ing commandments in his three years of clock 
selling: 

1. Talk clocks at every turn to every possible 

prospect. 

2. Keep a constantly rotating display of un- 

usual clocks in the window. 

3. Assume that everybody needs an extra clock. 

By observing a consumer buying trend and 
stimulating it through unusual displays and mer- 
chandising approaches, Norman has built for 
White Brothers a reputation as the clock center 
of New Orleans. ee 
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PHOTO-FLEX IDENTS 


by 
. | 


| PHoTO-FLEX 


Preste **4* aryen 


You knew it had to happen... in fact A 
you suggested it — the use of Speidel’s fabulous Twist- 
O-Flex action to create a new man’s photo-ident. 


And Speidel has priced PHOTO-FLEX to sell at a new 
low photo-ident price — only $9.95 plus tax for stain- 
less steel with sterling silver plaque, and $11.75 plus tax 
for gold filled! 


Speidel’s “Price Is Right” television commercials will 
feature Photo-Flex Idents on May 11th, 18th, and 25th! 


Your Speidel Distributor has Photo-Flex now. Order by 
unit number — PFI/12, consisting of twelve assorted 
Photo-Flex Idents . . . four stainless steel, eight gold 
filled. Twelve-piece unit cost to retailer, $66.60, includ- 
ing free display. 


SPE DIEh 
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BEAUTIFUL BOXES CLINCH SALES! 


Ideal for Earrings. Pins. Bracelets. 
a) 


Necklaces and Other Costume Jewelry 


COTTON-FILLED JEWELRY BOXES 


available in your choice of: 


White Embossed e 
Paper Descri Size Per M* 


° 244% 1344x 1 50 
Gold Foil 33, x - At 
34% x 334 x | 
‘ 334 x%3%4x I 
Four Color 43, x x | 
Ribbon Weave Foil 8x2x! 


*$10.00 per M add'l for foil Sx x | 


Write today for free samples. 


BROOKLYN FOLDING BOX «x: 


35 KENT AVE., B’KLYN 11, N. Y.- EVergreen 7-3300 


Silver Foil 
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RACINE 


fo] ail od @-1e4l-1 2 Maal Mat -lelelaeciiale 


There is a dependable Racine 
model for every chronograph 
requirement —for sports, 
industry, science, broadcasting 
— wherever timing perfection 
to the fraction of a second is 
required. Featuring world- 
famed Gallet movements. 


GALLET “FLIGHT OFFICER” 
CHRONOGRAPH NO.953 


Equipped with stainless steel 
case. Radium dial. First quality, 
13 ligne, 17-jewel movement 
with double push action. Woter 
resistant. Featuring two novel 
advantages: 

(a)Hour Control (b) World Time 


Write for latest Racine 
Chronograph folder P. 


ers — Since 18 
20 WEST 47th STREET, NEW YORK 36 


JULES RACINE « company. inc. 


CHOOSING WATCHBANDS 


(continued from poge 67) 


jewelry store owners and managers all over 
America answered some of our questions: 


How many customers seem to have decided on a 
particular brand of watchband when they come 
into your store? On a ceiling price for a band? 

Jewelers’ replies indicate that watchband 
clients are more apt to have decided in advance 
how much they will pay than what brand they 
will buy. Averaging the replies of all jeweler 
categories, we find that one in four customers 
comes to the jeweler with a definite brand in 
mind, whereas more than half have set a limit 
on what they will spend for a band. Notice that 
big cash stores have the greatest number of cus- 
tomers who have “pre-decided” on a brand but the 
smallest number of customers who have set a 
“thus far and no farther” line on price. Credit 
stores, on the other hand, have nearly three times 
as many price-conscious as brand-conscious Ccus- 
tomers; the small cash store customer ratio runs 
slightly more than two price-conscious to one 
brand-conscious customer. 


What per cent of your watchband customers who 
have decided in advance on brand and price walk 
out with a different brand or a higher priced 
band? 

The jeweler shows his salesmanship here. Un- 
der his influence, six out of every 10 brand-in- 
mind customers switch to some other brand which 
the jeweler suggests! And four out of every 10 
price-in-mind customers pay more than they had 
originally planned! 

As the figures show, big cash stores do the best 
job in influencing brand switches (remember, 
they had the highest percentage of customers de- 
cided in advance on the brand they would buy). 
More than seven out of ten customers who enter 
a large cash store intending to buy a particular 
make of band are persuaded to take another brand 
which the jeweler recommends. 

Credit stores make the best showing in per- 
suading customers to dig deeper in their pockets, 
53.9 per cent of their clients buying more expen- 
sive bands. As in the case of the big cash stores, 
this figure is even more impressive because so 
many of those customers had already made a 
price decision. Small cash stores run slightly be- 
iow the mean average for all jewelers on both 
brand switches and changes to higher priced 
bands. 

A substantial percentage of every jeweler 
category reported that all watchband customers 
switched from the brands they originally had 
planned to buy; 46.6 per cent of big cash stores 





replied in this vein, as did 38.6 per cent of small 
cash stores and 39 per cent of credit stores. Per- 
suading a person to buy a more expensive band is 
a more difficult proposition. Nevertheless, a 
doughty 16 per cent of credit stores claimed this 
success with all their customers; so did 10 per 
cent of small cash stores and 11.1 per cent of the 
big cash stores. 

Summing up, the average jeweler enjoys enor- 
mous customer respect, as an advisor on brands. 
He sells a brand which he prefers to 90 out of 
He does this by switching 15 
of the 25 brand-minded customers into selecting 
a brand which the jeweler favors. And by giv- 
ing brand advice to the 75 customers who have no 
brand in mind. 


every 100 buye rs. 


He is effective also in matters of price. Some 
55 out of every 100 customers seem to have de- 
cided in advance on the price which they are will- 
ing to pay for a watchband. But the jeweler 
persuades 24 of them to buy a better band than 
they had intended, and he also gives price advice 
to the remaining 45 customers who are open- 
minded as to what they should spend. Thus his 
advice on price counts with 69 out of every 100 
watchband customers. 


How many watchband brands do you handle? 


Average number of brands carried by all 
jewelers is five. Credit stores lead in this realm, 
handling an average of six brands, while 3.6 per 
cent of them carry as many as 20 brands. Small 
cash stores run second with five brands the aver- 
age number stocked. Big cash stores average 
four brands, and slightly more than 25 per cent 
of them carry only two brands. 


What tends to make a brand a best seller? 


Though different jewelers put different bands 
into the “best selling’’ category so far as their 
own stores were concerned, there was general 
agreement on the necessary components of a best 
seller. They are listed below in order of weight 
attached to them by the jewelers: 

Type and style (adaptability, appearance). 
Quality (workmanship, durability). 

Value (the most band for a customer’s 
money ). 
Jeweler’s 
‘“‘pushes’”’ ) 
Advertising by the manufacturer (TV ad- 
vertising rated highly). 

Service (quick replacement of faulty 
bands and parts with minimum delay and 
red tape). 

Manufacturer’s guarantee. 


preferred band (the one he 


7 
Also mentioned, as helping with the success of 


best-selling brands, were: reputation of the manu- 


RCULAR-KEYSTONE, APRIL 1960 














Dlict 


THE FINEST IN PRECIOUS GEM JEWELRY 


A 


/E /e ” 


FOR. OVER 
20 YEARS 


Now offering an 
expanded line of 
new and original 
designs in precious 
gem jewelry of 
exceptional 
character. 


Inquiries Invited 


Geo. Schuler & Co.. Inc. 


ASSOCIATED WITH PREFORMED PARTS, INC 
On Bedford Road in Pleasantville, N.Y. 


SALES OFFICE 


515 MADISON AVE., 


NEW YORK 22, N. Y 











ORIGINAL 


PAT. 4 4 


AVAILABLE AT YOUR JOBBERS OR WRITE 
7424 Santa Monica Bivd.., 


BEATTY MFG. CO., 


OF YOUR 
8 O% CUSTOMERS 
HAVE OLD WATCHES! 


GUIDE THEM TO AN “ORIGINAL” 


TREASURE DOME ::2' 


@ NATIONALLY ADVERTISED @ PROVEN SALES 


Everlasting, break-resistant crystal clear 
dome with base in choice of ebony, ma- 
hogany or bionde polished hardwood. 
Makes sentiment practical . . . an heirloom 
watch becomes a useful, modern timepiece. 
(Bring old wotches out of hiding 


create extra repair jobs.) 
$4.00 


Hollywood 46, Calif. KEYSTONE 


























“Pearls of Wisdom” 
“@Orienta™ 
Cultured Pearl 
Pendants 


Write for our illustrated folder. 


LEYS, CHRISTIE & CO., INC. 


65 Nassau St., New York 





PARCHMENT 
PLAIN or PRINTED 


Mfd.by ARCH CROWN TAGS, INC. 
277 Halsey St, Newark 2, NJ. 


NZL 
ane J tags 
PLASTIC : 
IN ALL COLORS 











facturer, good displays provided by the manufac- 
turer, selection, lower price, and better markup. 


How many bands sold are for the purchaser’s 
own use? How many for gifts? 

As one might suppose, most watchbands wind 
up on the wrist of the purchaser—eight out of 10 
for the jewelry field as a whole, seven out of 10 
for big cash stores. 

However, those three bands in 10 sold as gifts 
by the big ena stores indicate a potential mar- 
ket the canny jeweler might profitably explore. 
When a man purchases a new band for his own 
watch, why not suggest that his wife would be 
surprised and pleased if he came home with 
stylish new band for her watch? Two sales for 
one should not overly tax jewelers able to swing 
so many of their customers away from their pre- 
conceived ideas in brand and price. 


Next month: What share of the jeweler’s watch- 
band business is sold in the repair department? 
Who attaches new bands to customers’ watches? 
What explains some stores’ success with watch 


hands? sae 


WHICH PAY PLAN 

(continued from page 63) 
sumer demand, uninspired management— 
also involved? 
Will my new plan be easily understood and 
easy to administer, or will the added incen- 
tive and resultant increase in sales volume 
be eaten up in additional clerical work? 
Will it really produce a higher volume of 
net sales? 

Recently a committee of over 100 leading re- 
tail merchants under the chairmanship of Mal- 
colm P. McNair of Harvard’s Graduate School of 
Business Administration made a study of all 
phases of modern retailing. Regardless of what 
pay scheme you currently use or intend to adopt, 
their advice has merit: 

“Determine basic policies and practices for your 
store consistent with the community pattern. Put 
the policies in writing. Desseminate them thor- 
oughly through all levels of the organization. Ad- 
minister them fairly and consistently.” Zan 


Suppose vou wanted to get in touch with a 
skilled stone-carver? Or an expert in heraldry? 
Or a place that buys and sells obsolete patterns 
in sterling silver? Or a specialist in music box 
repair? Or a source for earring pads? JC-K’s 
DIRECTORY ISSUE will list sources of supply for 
more than 700 categories of merchandise and 
services. Now in final stages of preparation, the 
DIRECTORY ISSUE will be published in mid-year. 
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_ Whatever the special occasion, the Silver City line 
- fulfils the demands of the most discriminating shopper. 
And the time tested reliability of Silver City sterling 


or gold on crystal assures both dealers and customers 


_ that they aré giving lasting satisfaction. 


RIDEN, CONN. 














YT drere 
nedKe 
coments 
Reread ate 
cold 
than 


meets 
WeAe 


There s copper, nickel, zinc and silver. To one degree or 
another, these metals. either singly or in combination, give 
gold the properties that make it exactly right for your prod- 
uct and production methods. 

Knowing what s right tor gold has been an activity at 
Handy & Harman for more than 50 years...50 good 
reasons why, when you order gold from us for a specific use, 
you get a specifu gold: White Gold, Red Gold, Yellow Gold 
in a range of karats, shapes, forms and gauges to meet every 
particulai need. 

Pintong Wire? Snake Chain Gold? Earring Wire? Watch- 
case Allovs? Ring Stock? Yes, indeed, all these and more, 
for drawing, spinning, stamping, machining. 

You name it—we ve got it. What's more, if youd like, we Il 


be glad to suggest a gold that might make your product 


better (while it makes it easier) than the gold youre now 


using. 


A NOTE ON REFININGS—The same particular attention 1s 
paid to what we refine as what we produce. That’s why 
your sweeps, scrap, polishings, solutions, sludge, etc., make 
more for you when you send them to us. So, take no chances 


at all, send your next refining lot to Handy & Harman. You'll 


be ahead. 


Your No. 1 Source of Supply and Authority 
on Precious Metals 


HANDY & HARMAN 


Cseneral Othces: 82 Fulton St.. New York 38. N.Y. 
Distributors in Principal Cities 


BRIDGEPORT |] 


NEW YORK 36, N.Y. 
CONNECTICUT 


44 West 46th St 
CHICAGO 22, ILL CHICAGO 2, ILL 
1900 West Kinzie St. 55 E. Washington St 
OAKLAND 12, CALIF., 600 16th St. CANADA: 141 John St., Toronto 2B 


LOS ANGELES (El Monte) 
330 N. Gibson Rd. 
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THAT PAY 


@ Dutch Treat: An effective way to move 
stubborn shelf warmers is to stage a “Dutch 
auction” in your show window, says Vern 
Webster Jewelers, of Hays, Kans. 

One month Vern Webster tried a continuous 
window auction with success, putting a differ- 
ent item on the block each week for four 
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weeks. Price was reduced a specific amount 
each day until sale, the reduction depending 
on the initial price of an item—smaller for ex- 
pensive than for less expensive merchandise. 
Window gazers were invited to come in and 
bid on the items in the window. 

Curiosity and the love of a bargain bring 
people back again and again when you stage 
a “Dutch auction,” Webster says. Usually an 
item Dutch-auctioned sells at a good price, be- 
cause someone will suddenly decide to buy 


lest someone else beat him to it. 


@ Follow That Trailer: Sunshine Jewelers of 
Denver, Colo. has found that mobile home 
dwellers offer a good market. Their income 
is on a par with that of “fixed’’ home-owners, 
and the average trailer family stays in one 
place for at least 11 months. The store’s 
window display often features photographs 
of modern mobile homesteads, a small model 
of a trailer and a placard reading, “Trailer- 
ites—welcome!” In addition, Sunshine has 
placed displays of its merchandise on the 
premises of trailer dealers in the area. 
Sunshine feels that its displays attract 
many customers from conventional homes as 
well—the lure of the open road is strong, 
even when portrayed in a jewelry store win- 











CASH for your 





Surplus Silver, Diamonds and Jewelry 


We will pay cash for any of your sterling 
patterns—any quantity, large or small— 


active, inactive, obsolete, mew or used. 


ment for immediate offer. Our 
ing payment in full mailed same 
r will be held intact awaiting your 


We are also interested in cooperating 
with jewelers who receive calls for older 
sterling patterns that are no longer avail- 
able. 





Will also buy diamonds—any 


quality—as well as antique and 
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Reference: Dun and Bradstreet 
The First National Bank of Memphis 


Julius Goodman 


& Son 


“‘emphis Jewelers Since 1862 


113 MADISON AVENUE @ MEMPHIS, TENNESSEE 




















SEND MORE COPIES—IT’S WONDERFUL 


Many jewelers who have seen the JC-K book “How 
To Sell Diamonds” have wasted no time ordering 
additional copies. Order your copy, $1.00 each, from 


JC-K, Chestnut and 56th Sts., Philadelphia 39, Pa. 
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manufactured in 14K 
gold and platinum for © is 
men's dress watches. LXE jx 


© 4 available 
to Jobbers 
& Wholesalers. 


F. RIEGER & SON 


2 W. 47 St., N.Y.C., N.Y. 
JU 2-4767 


We convert men's orig- > 
inal, plain watch ? Na 
dials to aa // 
diamond dials. . ’ ie 














NOW! repeated by Dealer request! 





Just in time for your big 


Spring “Gift- 
Buying’ Season 
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IN MAY 1960 
Coronet 
MAGAZINE 
WILL FEATURE AN‘ 
News ; 


8-page £9). 
spectacular \¥Y ma 
designed for  &- 
spectacular 

results... 


CORONET—the modern 


magazine for today’s - 
busy, active reader— | Exciting new new 8-page 


@ has more than 13 million readers / ; } “SHOPPER S GUIDE” 
@ stays in the average home 5 months | eZ 
@ has a sensational sales record a for your use 


@ can move silverware for you! These attractive gift catalogs can be 

) yours free! See your International Silver 
Company representative or write 
directly to the Advertising Department, 
The International Silver Company, 
Meriden, Conn. for details. 














13 million readers will see 79 best-selling 
gift items in sterling, silverplate and pewter 
. . all in a wide price range for profitable 
selling during your important bridal season 

ahead! 


THE INTERNATIONAL SILVER COMPANY 


Meriden, Conn. The Silver City 
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New design in cut mitres is called the “Bris- 
tol”; the stemware retails at $5.75 apiece, the 
8” plate for $6. Manufactured by the Fostoria 
Glass Co., of Moundsville, W. Va. 


“Kimberley” is new contemporary pattern on 
Royal Doulton bone china, coupé shape circled 
with leaves in tones of gray, platinum edge; 5-pc. 
setting $18.95 retail. From Doulton & Co., Inc.. 
of 11 East 26th St., New York. 


“Bee-hive” honey pot in Spode Imperial! earth- 
enware is new addition to the line of white 
fancies; it retails for $4.20. From Copeland & 
Thompson, Inc., 206 Fifth Ave., New York. 


’ 


ashions 


Bon-bon, pickle dish and relish dish are in 
crystal decorated with sterling silver, part of 
special group of six to retail at $5 each. Sold 
to dealers in 18-pe. packages. Created by Silver 
City Glass Co., of Meriden, Conn. 


New “Romance” pattern on standard shape is 
made up of 24K gold leaves and dark red rose- 
buds, gold edge; 5-pce. setting may retail for 
$23.95. Made by Lenox, Inc., of Trenton, N. J. 


“Americana” decoration in 8-piece beverage 
set to retail for $5. Design done in either gold 
on black or gold on white with gold rim; 4 of 
each in gift box. Made by Libbey Glass Division 
of Owens-Illinois, of Toledo, Ohio. 





house beaulifuls 
Influence 


Means Acceptance 
house beauliful ond Sales. 


So says Mr. Thomas W. Hogan, President, 
Flintridge China Company, about his campaign 





in House Beautiful. He goes on: 


“You have proved to us that the House Beautiful audience 
reached is influential ... both in their own social circles and 
their neighboring communities. Also, that the influence of 
your magazine extends deeply into stores, reaching their 
buyers and sales personnel with our advertising.” 


True, too. Only House Beautiful sells both sides of the 
counter. Only House Beautiful delivers decision-makers on 
all levels in top home furnishings and department stores — 
the retailers who actually buy and move your merchandise. 
House Beautiful has the largest, documented paid trade 
circulation of any magazine: 60,000 strong. And, House 
Beautiful’s consumer market for fine china is unsurpassed. 
Over 825,000* upper-income families (Average Income: 
$15,715) give dinnerware advertisers actual dollars and cents 
results in sales. That’s why, for 14 years in a row, House 
Beautiful leads all consumer monthlies in China, Glass and 
Pottery advertising.j You couldn’t find a better-able-to-buy 
market — consumers and retailers —if you hand picked them 
yourself. 


*Publisher'’s estimate 
first six months, 1960 


Sells Both Sides Of The Counter 
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572 MADISON AVENUE, NEW YORK 22, N. Y. 
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Karly American “Mayflower” pattern is new in 
“Carefree” line of casual china, shows a wide 
monochrome border done in Victorian pink; the 
5-pe. setting may be retailed at $7.95. Made by 
the Syracuse China Corp., of Syracuse, N. Y. 


New “Minuet” shape in Franconia china has 
embossed scroll and flowers on rim, decorated 
design all done in gold; 
o-pe. setting retails at $17.75. 
Kupper, 


here in “Golden Gem” 


From Herman C. 
Inc... 39 W. 28rd St.. New York. 


New “Manchu” pattern in Mason’s Ironstone 
from England is done in either pink or blue to 
retail at $4.70 for 5-pe. setting; or hand-en- 
amelled to retail for $5.45. Sold by Maddock 
& Miller, Inc., 129 Fifth Ave., New York. 
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fashions 


“Pink-a- Dilly” pattern in new Franciscan 


Whitestone Ware has stylized rose in a soft pink 


with green leaves and stems; 16-piece starter 


set $12.95 retail. From Gladding, McBean & Co., 
2901 Los Feliz Blvd., Los Angeles. 
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Pasco vase, imported from Germany, has design 
of deeply cut diamond facets on clear lead crys- 
tal: 8” high, retails $21. From Paul A. Straub 
& Co., 19 E. 26th St., New York. 


Drinks stay hot or cold in this Ebonite in- 


sulated drink set, retailing for $10. Grass cloth 
paper is inserted between double walls of glasses 
and pitcher. Made by Styson Art Products, Inc., 
132 W. 21st St., New York. 





Dinnerware, Glassware and Gifts 





By MADELINE LOVE 
JC-K gifts editor 


Convenience Should Rank High 
In Any Merchandising Program 


@® ONE OF ANY STORE’S BEST SALES TOOLS is the 
simple matter of convenience. Making it easy for 
the customer to buy should have top priority in a 
merchandising program. It is the big plus in re- 
tailing, tying in with every other phase of the 
business. Yet—how many merchants give it the 
careful thought it deserves? 

Convenience really begins outside the store. In 
newspaper advertising, for instance: Is it infor- 
mative and appealing enough to awaken real in- 
terest in the reader? Is it direct and to the point, 
telling the reader what she is sure to want to know 
about manufacturer’s name, pattern, color, and 
price? 

And the show windows—are they inviting and 
welcoming? Are they arranged for the conve- 
nience of the passer-by, or are they so overloaded 
with merchandise that the prospective customer 
is confused? 

What about the inside of the store itself, and 
its displays of merchandise? Are china, glassware 
and gifts arranged so that they can easily be 
reached and handled? Few women will buy any- 
thing for their tables without picking it up and 
examining it thoroughly, and the successful re- 
tailer of china and glass lets her do just that. He 
may not relish the occasional breakage that re- 
sults, but he knows that his sales are better if 
the displays are wide open to customer inspection. 
And he never, never puts out little cards reading 
“Please do not handle,” realizing that the words 
either scare off the customer completely or make 
her dubious about the advisability of buying any- 
thing so fragile. 

Then there are the salespeople. Do they know 
the stocks thoroughly? Are they acquainted with 
the various styles and qualities of tableware so 
that they can really help the customer who wavers 
among several patterns? Are they able to give sug- 
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gestions on coordinating the various elements of 
a table setting? 

These may all sound like the most basic ele- 
ments of merchandising. And they are, too. Un- 
fortunately, the jeweler sometimes forgets that 
it is the customer’s convenience, not his own, 
which makes a store a pleasant place in which 
to buy. 


5 tiger Syracuse China Corp., of Syracuse, N. Y.., 
recently adjusted its prices on dinnerware 
and has introduced a merchandising plan under 
which a dealer can pass on to his customers an 
appreciable savings without forfeiting his own 
full markup. It is called the sets-at-a-savings pro- 
gram and is based on the dealer’s buying the 
china in place settings or full services rather 
than by individual piece. The price to the dealer 
is therefore reduced, and he can pass along the 
savings to customers who buy place settings or 
full services. Or if he prefers to sell the china 
by the individual piece, the savings he has made 
by buying the ware in sets evolve into extra 
profits, over and above the full markup. For con- 
sumer promotion of sets-at-a-savings, mats and 
counter cards are furnished gratis to dealers. 


HE United States Glass Co., manufacturers of 

Tiffin and of Duncan & Miller glassware, has 
dropped the latter name from its labeling. From 
now on, all products will carry the “Tiffin” label, 
with a gold seal for the hand-made glass and a 
blue seal for the machine-made glass. Another 
change is the discontinuance of several stemware 
patterns for the purpose of concentrating pro- 
duction on fewer, more popular patterns. The 
patterns have been divided into three groups, ac- 
cording to popularity, with delivery dates indi- 
cated for each category. 


yer to the list of gift and stationery shows 
scheduled for the next few months are these: 
New York Stationery Show, May 15 to 20 in the 
Hotel New Yorker; New York Lamp and Home- 
furnishing Accessory Show, June 26 to July 1 at 
the Hotel New Yorker and Trade Show Building; 
Washington Gift Show, July 24 to 27 in the Hotel 
Willard, Washington, D. C.; Chicago Gift Show, 
July 31 to August 11, in the LaSalle Hotel and 
Palmer House; New York Gift Show, Aug. 21 to 
26 at the Hotel New Yorker and Trade Show 
Building; Boston Gift Show, Sept. 11 to 15 at the 
Hotel Statler and First Corps Cadet Armory: 
Philadelphia Gift Show, Sept. 25 to 28 in the 
Hotel Benjamin Franklin. 

It is possible that the July china and glass 
show in New York, which was suspended last 
year, will be reactivated. George Little Manage- 
ment, Inc., which owns the show, is making a 
survey of manufacturers and importers to learn 
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PAUL REVERE KEEPS YOUR PROFITS 
WP 


GROWING 


Tops on two best-seller lists—ours and yours—and still growing! That’s the profit-making story 
of Oneida’s Paul Revere hollowware. These beautiful pieces are authentic reproductions of the 
famed Early American designs... heavily plated with pure silver... polished to a gleaming 
beauty... and priced right for your customers. All offer multiple uses to multiply your sales! 


Featured here: Paul Revere bow] available in 4” $4.50, 6” $7, 8’ $10, 10” $13.50; 3-pc. sugar and creamer, 9” oval tray, $15; without 
tray, $11.50. 4-pe. coffee set (8-cup capacity) with 12” round tray, $37. All prices plus tax and subject to regular trade discount. 


ONEIDA SILVERSMITHS 


& Heirloom®* Sterling Community* Silverplate Oneidacraft* Stainless / 1881 Q Rogers} * Silverplate Tudor* Plate Oneida Community Oneida* Dinnerware 


STRADEMARKS OF ONEIDA LTO 
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Spode 


THE INE ENGLISH 
DINNERWARE 


Each of the hundreds of ac 
tive Spode patterns boasts its 
own distinctive hollow-ware 


A ptece for every purpose 


Geisha 
{Bone China) 
Pink or Blue 


tors: COPELAND & THOMPSON, INC. 206 FirrH ave., ny. 1 








Be individual... 
at no extra cost! 


Choose from 
attractive 
patterns and 

finishes 


Op Newly available colors 
copper and gold 
plus silver and special colors, too! 


Widest selection in folding 

griftware boxes... over 100 sizes. 

e Expansion style means 

you stock fewer sizes 

e Free imprinting of your store 

name or insignia 

e 10% plus 5% discounts— 

freight allowances. Write for FREE catalog. 


225 FIFTH AVE., N. Y. 10, N. Y. QQ 


SUITE 1229C 
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the feelings of the trade on the advisability of 
such a move. A minimum requirement of 100 rep- 
resentative exhibitors is necessary to make the 
show financially feasible for both exhibitors and 
management. It is expected that a definite deci- 
sion will be made within a few weeks. 


NTERCONTINENTAL Distributors, Inc., importers 
I of European china, glass and giftwares, has 
changed its name to Jacques Jugeat, Inc. The ad- 
dress will remain the same—15 E. 26th St., New 
York. 


OUR new sales representatives have been ap- 
eeu by the Watertown Manufacturing Co., 
of Watertown, Conn., makers of Lifetime mela- 
mine dinnerware. They are: Hy R. Goldstein, 
who will cover New York State north of West- 
chester, Pennsylvania west of Harrisburg, and 
West Virginia; Charles B. and John T. Coxhead, 
who will handle sales in Pennsylvania east of 
Harrisburg, New Jersey south of Trenton, and 
Delaware north of Wilmington; William Heflin 
& Co., covering Maryland, Virginia and Washing- 
ton, D. C.; and the Martin Co., covering Illinois, 
Indiana and Kentucky. 


AMES M. Falvey, formerly Chicago sales rep- 
J resentative for Libbey Glass, has been pro- 
moted to manager of the St. Louis branch, suc- 
ceeding Melvin B. Lee. Mr. Lee has been named 
manager of institutional sales with headquarters 
at the main office in Toledo. Other changes in the 
sales set-up include the transfer of Robert L. 
Strawser from New York to Philadelphia; Robert 
L. Tillotson, from Philadelphia to New York; 
Perry D. Schwartz to Los Angeles; and Richard 
H. Schnelker to Chicago. 


HE Canonsburg Pottery Co., of Canonsburg, 

Pa., has bought the name and inventory of the 
Steubenville Pottery Co., Steubenville, Ohio. 
Steubenville will continue as a wholly owned sub- 
sidiary of Canonsburg, and its patterns will be 
produced at the latter pottery. 


a Franciscan dinnerware division of Glad- 
ding, McBean & Co., of Los Angeles, closed its 
New York showrooms on March 1. James Berry, 
Eastern regional manager, who has made his 
headquarters at the showrooms, will operate for 
the time being from his home in Paterson, N. J. 


STHER MOORE, wife of Raymond T. Moore, 
K president of Fisher, Bruce & Co., Philadel- 
phia importers of china and glass, died March 13 
in Delaware County Hospital, Philadelphia, 
after a short illness. 
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NORDIC 
5 pc. place setting 
7.95 
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MAYFLOWER 
5 pc. place setting 
7.95 


Le See we oo Caray sy uae. OO On Oa 


SYRACUSE DOES IT AGAIN! Scores another sales bull’s-eye with four excit- 
ingly different, new patterns—two in Fine China, two in Carefree. 

Each consumer-tested by the same proven technique that consistently produces 
Syracuse best sellers ... offered on a guaranteed sale* basis ... packed with popular 
appeal and backed by broad gauge national advertising. 

For a banner spring and summer in china sales, follow this simple rule: 


STOCK SYRACUSE AND SELL! 


Ws a ALL-PURPOSE | \ TRUE CHINA 


* See your loca! Syracuse representative or write: Syracuse China, Syracuse 1, New York 





WHY NOT TRY SATIRE 

(continued from page 73) 

other in front of the rhinestone or zircon ring 
would be lettered ‘Fine, fiery Diamond, $750 
value, only $350.” 

Further to the fore I would place larger signs 
reading “Humbug, there ain’t no such animal!!!” 
Finally, a sign at the front of the window would 
advise: “‘Don’t be fooled by ridiculous signs or 
claims. Diamonds of quality, like 10 dollar gold 
pieces, are never sold at discounts or cut prices. 
Buy your diamonds here with confidence.” Else- 
where in the window, I would show a fine assort- 
ment of diamond rings, each clearly price tagged. 

I would run this display a few weeks at a time 
several times a year. And I would wager that if 
my bargain basement competitors were the least 
bit sensitive to ridicule, their “bargain” diamond 
appeals would disappear in short order from their 
show windows and newspaper advertisements. 

No one should blame the public for falling for 
phony “sales” in jewelry when they have been 
conditioned to “prices slashed,” “50 per cent off,” 
and merchandising appeals of this sort for years. 
No one has taken the time to explain to Mr. and 
Mrs. Consumer that this sort of thing cannot 
legitimately be done in the jewelry field. Now 
you can take a decisive step in that direction. 

What can you lose? A fishbow!? Zee 





World's 


Finest 





GORHAM 


LIQUID 
SILVER POLIS! 
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Don’t Forget These Don'ts 


® LIKE THE POOR, dishonesty in all probability 
will always be with us. Everybody wants to 
make a buck; most of us do it on the square. But 
there will always be those who want to cut cor- 
ners, shady operators who cling to the honest 
merchant like barnacles to a ship’s bottom. 

It won’t be out of place, then, to list a few 
“don’ts” culled from the collective experience of 
many jewelers, some of whom learned them the 
hard way: 

@ Never give a charitable donation unless the 
drive is approved by the Chamber of Commerce 
or Better Business Bureau. 

@ Never consider a request for a donation to 
charity or an appeal for advertising over the 
telephone. 

@ Never pay a deposit to a strange salesman, 
representing a strange company. 

@ When you do make deposits, always make 
the check out to the company, not to the salesman. 

@® Beware of salesmen who offer you merchan- 
dise far below the going price. 

® Be wary of salesmen who offer to sell you 
job lots or salesmen’s samples. 

® Do not contract for advertising in any pub- 
lication or directory unless it has been approved 
by the Chamber of Commerce. 

Forewarned is forearmed. 





LIQUID SILVER POLISH 
Gimplifies the care of fine silver 


IN THE HOME... 


Easy to use. Economical. 
Safe. Gentle to hands. 


suggested “7 Cc 
retail 5 
12 ounce container 


PROVIDENCE 7,R. 1. 


America’s Leading Silversmiths since 7837 
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NATIONALLY ADVERTISED 


FRANCONIA CHINA 


OPE af Europes Ciyvest 
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NOW—A 1960 DEBUT! 


The new, richly embossed 


Minuet Shape 


available in undecorated white 
and your choice of 3 decorations: 
GOLDEN GEM ~— lavish use of gold on edge, 
border, and rim embossing 
SILVER DREAM ~— restrained use of Platinum 
on edge; and rim embossing 


CORINNE — Coral border contrast; gold 
on edge, and rim embossing 


age ig 
¥ : ye « 
‘ s ° 2 %, 23 
“a tt 


NOW IN STOCK: 
over 50 open stock patterns 
in 5 dinnerware shapes 


WRITE FOR COMPLETE DETAILS 


herman c. kupper, inc. e 39 west 23rd street e newyork 10, n. y. 





SATINTONE* 
JEWEL BOW 
MACHINE 


Makes perfect bows. No special skills 
required. Absolutely safe—no exposed 
cutting edges. Takes 4%, % and 1% 
inch Satintone ribbon. Available for an 
average $7.00 rental fee per month. 


¥%& Makes wide range of bows from 
2%," to 5". 
%& Mechanically foolproof. 


% Bows can be attached with tie- 
strings, Kleen-stik, or plastic loops. 





....a perfect jewel bow! everytime 
-time after time! 


NOW...These Beautiful Jewel Bows Made 
with KLEEN-STIK for Easy Application! 


So easy and so practical, too! Simply attach bows 
made with Kleen-stik, tie-strings, or plastic loops. 
The results are secure and beautiful beyond belief! 


famous ries Ties 


PRE-MADE 
JEWEL BOWS 


Ready-made...all you do is attach 
them to your gift-wrapped packages 
with Kleen-stik or tie-strings! Really 
adds the “crowning glory’’ touch! 
Simplest way of all to glorify your 
store wrapped packages! Choice of 
bows in 13 colors! 


Pull-Out POM-POM BOWS 


® 


In pull-out hank form...all you do 
is pull out to form a perfect 3, 4, or 5 
inch lustrous, billowy pom-pom bow! 


CHICAGO PRINTED STRING CO., DEPT. JC-K-40 
2300 Logan Bivd., Chicago 47, Ill. 


At no cost or obligation to us, please send additional information on: 


a Tie-Tie Jewel Bow Machine a Tie-Tie Pull-Out Bows 


® a Tie-Tie Pre-Made Jewel Bows a Have your representative visit us 


Name 





CHICAGO PRINTED STRING CO. 
2300 Logan Bivd., Chicago 47, Ill. 
Mid. in Canada by Ribbon Fabrics, Inc. Address 
Montreal, Quebec 


Store 








City Zone State 








JEWELRY STORES SOLD 4 PER CENT LESS IN JANUARY 1960 than in January 1959, accord- 
ing to the monthly report of the U. S. Commerce Department. Here's how 
other retail stores fared in January 1960 from January 1959: florists, up 
3 per cent; stationery stores, down 16 per cent; luggage and leather goods 
Stores, down 20 per cent; camera stores, up 13 per cent; department 
Stores, up 3 per cent; appliance stores, up 3 per cent. 


IKE HAS APPEALED TO CONGRESS FOR ANOTHER POSTAL RATE INCREASE. In a special mes- 
Sage to Congress last month he said it is imperative that lawmakers act to 
put the Post Office on a paying basis. The Administration anticipates a 
$554 million postal deficit for the year starting July l. Ike proposes a 
hike in first class rates from 4 to 5 cents an ounce, a jump in air mail 
rates from the present 7 to 8 centS an ounce, 4 cents instead of the 
current 3 for post cards. Proposal would also increase second class mail 
by some 40 per cent, and third class mail (which includes advertising 
matter and small packages) by 25 per cent. 


WHILE CONGRESS IS NOT JUBILANT ABOUT A POSTAL HIKE, it may agree to back 
such a proposal if it were part of package legislation which also included 
a pay increase plan for 1.5 million Federal employes. Many lawmakers want 
to put through a pay raise bill, but fear the Administration might not 
accept it by itself. 





RJA AND ITS AFFILIATE STATE ASSOCIATIONS ARE BADGERING NON-MEMBERS to join and 
Support the national. RJA sent brochures, bulletins, two letters to the 
3176 non-member jewelers from the 15 states whose state associations are 
not affiliated with RJA. And the state affiliates are campaigning for new 
members in their own states. Drive started in mid-February. 


RUSSIA WANTS TO PRODUCE 10 MILLION CARATS OF INDUSTRIAL DIAMONDS A YEAR BY 1965, 
mainly for use in steel production. Soviet experts estimate it takes l 
million carats of the bort to produce 10 million tons of steel, predict 
they will be producing 90 million tons in 1965. U. S. produces some 120 
million tons of steel per year. While the Russians think their recently- 
discovered diamond fields in Siberia are capable of yielding that much 
("the largest diamond mining center in the world," claims one high of- 
ficial), they admit enormous funds will have to be pumped into the mining. 
Russians also claim their fields have yielded some gem-quality stones, 
including one weighing 32 carats. 


AN ORGANIZATION HAS BEEN FORMED TO PROVIDE SERVICES TO RETAIL JEWELERS. Called ARM 
of Retail Merchants, Inc. (“the right arm of your business"), it plans to 
Start service on July l. At two pilot meetings, in Chicago and New York, 
28 jewelers subscribed to the plan, which costs $600 annually for stores 
with under $l million volume, $1000 annually for over $l million volume, 
plus $100 to $300 per branch store for chains. Charter members will get 
half-price on rates, however. Service will offer complete ad mat service, 
sales promotion ideas, shopping and buying services with merchandise price 
discounts. Operators are Leonard Asher, a former ad executive, and Al 
Burk, onetime operator of Jewelry Merchandising Consultants. 


HOW COMPANIES ARE DOING--Elgin National Watch Co. says dollar volume of orders 
received in January and February 1960 was 77 per cent greater than orders 
received in the comparable 1959 months. Company cites, as reasons for the 
increase: better-styled, thinner, self-winding models; appeal of its $19.95 
jeweled watches; low jewelers’ inventories; consumer demand for its 
DuraBalance assembly. .. . General Time Corp., which reported recently 
that its sales in 1959 ($47.6 million) were 20 to 25 per cent greater than 
1958 sales, wants to split its stock 4-to-l to get more investors inter- 
ested. Mid-March price of the common was $109. 
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> Do it with SEVENTEEN, the magazine that cracks through the solid front of 9,000,000 teen-age girls. » With 
$4,500,000,000 of their very own money to spend as they please, they spend it on what pleases them most—jewelry 
included! » They love to buy jewelry for themselves and others. They love to receive jewelry as gifts—birthday 
gifts * graduation gifts * engagement gifts + “just because” gifts. » They get what they ask for and they ask for 


the things they see in SEVENTEEN. ® Because teen-age girls turn to SEVENTEEN 
with eager enthusiasm—ready to heed its advice, shop from its pages, buy from its SEVEN FAT 
ads, you can be in solid with this young crowd by being in solid with SEVENTEEN. 


ANS WHOA MEN 


~ 
~ 
“ 
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Briefly i 


ARMSTRONG'S JEWELERS OF HAMMOND, IND., IS "BRAND NAME RETAILER OF THE YEAR" for 


A WATCH 


1960. Armstrong's was chosen first, in competition with hundreds of other 
jewelry firms, by Brand Names Foundation, in its 12th year of award- 
giving (awards are given by the Foundation in 26 retail classifications). 
The four runnersup, each of whom won certificates of distinction: Sterling 
Jewelers, Inc., Fayetteville, N. C.; Kahn Jewelers, Inc., Pine Bluff, 
Ark.; Clinton & Son, North Platte, Neb.; Hamilton Jewelers, Trenton, N. J. 
The five will be honored at a banquet May 6 at the Waldorf in New York. 


JEWEL MUST BE FUNCTIONAL AS A BEARING TO BE ADVERTISED A "JEWEL," ruled the 
U. S. Court of Appeals in Washington recently. In effect, the court was 
upholding the Federal Trade Commission finding of May 1959, that the four 
So-called "jewels" in Allen \¥. so: nek's patented "Resevoil" device did not 
Serve as frictional bearings, thus could not be advertised as "jewels." 

FTC officials expect a re-hearing petition to be denied. 


TOLA TUMBLEWEEDS MEMBERS WILL EXHIBIT THEIR WARES IN SUBURBAN DALLAS this fall, not 


TWO TAX 


in the downtown hotels. Tumbleweeds members, who sell in Texas, Oklahoma, 
Louisiana and Arkansas, voted to leave downtown, exhibit instead in the 
Dallas Trade Mart outside Dallas. Reason: Mart is more accessible, has been 
drawing big traffic. Tola says 250 spaces have already been reserved. 

The Allied Gift and Jewelry Show, which calls itself the nation's second 
largest, will be held at the downtown-Dallas Hotel Adolphus Sept. 4-8. 


CHANGES ARE BEING PONDERED IN CONGRESS. One, contained in a bill intro- 
duced by Rep. Katherine St. George (R., N. Y.), would revoke the retail 
excise tax on Scouting organization jewelry. Mrs. St. George says that the 
inclusion of these items in the Internal Revenue Code of 1954 was an 
oversight, since they had not been taxed before adoption of the code. The 
other would neutralize Japanese competition in cigaret lighters, by 
amending the Internal Revenue Code to provide for a flat 10-cents-per- 
lighter excise on U. S.-made lighters. Current tax on domestic lighters 


is 10 per cent; since most lighters sell for more than $1, manufacturers 

would in effect be paying less tax. IRS is opposed, feels the government 

would lose too much money. Backers say bill would help cut down advantage 
of Japanese makers of "cheap" lighters. 


THE PRICE OF GOLD WOULD BE BOOSTED TO ALMOST TWICE ITS PRESENT LEVEL, if the Senate 


JUSTICE 


passes legislation being proposed to re-establish gold production in the 
U. S. A resolution to create a commission to study the gold mining indus- 
try and recommend legislation to resume domestic gold production has been 
introduced by Sen. Frank Church (D., Idaho). Congressmen backing the plan 
feel that the price of gold should be raised to between $65 and $75 per 
fine ounce. This, they say, would make it worthwhile for U. S. producers 
to continue operations. 


TREASURY IS STRONGLY OPPOSED TO RAISING THE GOLD PRICE, according to Sen. 
E. L. Bartlett (D., Alaska). Bartlett is Sponsoring bills to provide for 
free marketing of gold and increase to $70 per ounce the price of all gold 
domestically mined and tendered to the Treasury. Treasury has informed him 
that "the U. S. has no intention of increasing the price of gold." 


DEPARTMENT TRUSTBUSTERS ARE CRACKING DOWN ON ILLEGAL MERGERS. Antitrust 
officials have stepped up efforts to catch potentially illegal mergers 
before they are consummated. Working closely with the Securities and Ex- 
change Commission, trustbusters get advance information on pending mergers, 
move in to avoid prolonged litigation necessary after two or more firms 
have been fused. Pending in Congress is legislation that would give 





Justice Department power to require merging firms to file detailed infor- 


mation with the government, wait 90 days before taking final steps. 


GOVERNMENT CRACKDOWN ON TAX EVASION GOES FULL SPEED AHEAD. The House Ways and Means 


Committee, Internal Revenue, Congress and the U. S. Tax Court are all 
taking part in a concerted drive against tax evasion. Targets are indepen- 
dent businessmen who don't report complete income, taxpayers who skip 
interest and dividend payments in filing tax returns and corporation de- 
ductions for yachts, hunting lodges, clubs, entertainment, etc. President 
Eisenhower is in the act, too. He has asked Congress to approve money for 
a computing system to keep a mechanical eye on taxpayers’ accounts. 
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for that extra dimension in time... 


€p The extra dimension that Zodiac 
brings to watchmaking is care. This 
care shows up in many ways... in the 
precise craftsmanship that gives true 
meaning to the words accuracy, preci- 
sion and dependability . . . in the ex- 
quisite artisanship that brings new 
sparkle to the words style and beauty. 


For these reasons more and more 
people are discovering the exceptional 
merits of owning a Zodiac—more and 
more dealers are finding new profit 
horizons in selling price-protected, na- 
tionally advertised Zodiacs. 


/odiadc |i 


a the name for automatic watches 





























Newest Version of Popular, 
Waterproof* 


ZODIAC Sea Wolf 
World's Finest Underwater Watch 


Tested to a depth of 660 ft. 17 jewel, 
anti-magnetic, self-winding, shock-resist- 
ant precision movement with radium 
blocks and hands on black or white dial. 
Unbreakabie lifetime mainspring and crys- 
tail. Sweep second hand, movabie bezel, 
rustproof stainiess steel case with new 
and exclusive matching band 


ZODIAC Ovaliure 


Exquisite new oval case with ultra-glam- 
orous gold-filled safety-catch bracelet. 
17 jewel, shockproof precision movement 
with lifetime unbreakable mainspring. 


ZODIAC Florentine Saber 


A bold new design featuring a fine flor- 
entine finish on both golden dial and 
band of this striking watch. 17 jewel, 
self-winding, shock and water resistant* 
movement with lifetime unbreakable 
mainspring, radium hands and markers. 


For exclusive franchise information and catalog, write 


ZODIAC WATCH COMPANY 


15 West 44th Street, New York 36, N.Y. 


AN OFFICIAL WATCH OF THE SWISS FEDERAL RAILWAYS 
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e Here’s PROOF POSITIVE why 
HADLEY is now the ideal selling mate 
to co-exist with the higher priced 
watchbands you now carry: 





PROOF POSITIVE: 


Hadley bands are 10% wider...that’s 10% more 


810 DELUXE 1/20 1OKT G.F. Yel KEYSTONE $4.90 RETAIL $8.95 
810 ST DELUXE STAINLESS STEEL KEYSTONE $3.30 RETAIL $5.95 









: f band for the money! Every gent’s band is a full '\,” 
77 g | | | wide...not the ordinary 54”! 
850 NEW YORKER 1/20 10KT GF. Yel KEYSTONE $3.60 RETAIL $4.95 
* 
850 ST NEW YORKER STAINLESS STEEL KEYSTONE $2.50 RETAIL $3.95 PROOF POSITIVE: 


Only Hadley gives you JIFFY-CHANGE ends. In a 
few seconds, every band can be adapted to any 


size watch! 








835 ST GOLDEN WEAVE STAINLESS STEEL KEYSTONE $3.60 RETAIL $4.95 
835 GOLDEN WEAVE 1/20 1OKT GF. Yel KEYSTONE $2.50 RETAIL $3.95 





PROOF POSITIVE: 


Hadley enhances each watchband with a beautiful 


molded plastic package... plus a novel peek-a-boo 


Jiffy- 


box that’s really outstanding! 





change 2 wider! 
Tate | y fit a full Ke 
7g”, Me if wide—not the 
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f Soe ee ae PROOF POSITIVE: 
ee PD ed Pe ed ee 1 ae | 
| | ‘ Hadley offers you the handsome “‘BAND-WAGON” 
710 JULIET 1/20 10KT G.F. Y-W KEYSTONE $2.60 RETAIL $3.95 
...a beautiful and compact showcase top merchan- 
- i a al PP OE 1D D4 HID. HED EDA DEED =) diser that displays 70 bands. 
715 CLASSIC 1/20 10KT G.F. Y-W KEYSTONE $2.90 RETAIL $4.95 Free with 70 band order. 





720 MISS FLORENTINE 1/20 10KT GF. Y-W KEYSTONE $3.20 RETAIL $5.95 
750 GRACELINE 1/20 10KT G.F. Y-W KEYSTONE $3.70 RETAIL $6.95 the popular 
r% . ° 
-Oc_Eeee oso 2 @2 2 oe =a w= selling prices of 


770 FLAIR 1/20 10KT G.F. Y-W KEYSTONE $3.90 RETAIL $7.95 $395 $995 


CELE EL ED EE LD Ml ll Aly lg | , 


.. all at KEYSTONE plus plus! 


775 SATIN’N GOLD 1/20 10KT G-F. Y-W KEYSTONE $4.30 RETAIL $8.95 


790 SPORTS QUEEN STAINLESS STEEL KEYSTONE $3.00 RETAIL $4.95 
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S80 FIFTH AVENUE NEW YORK 36, N. Y. 
Factory: 547 MINERAL SPRING AVENUE, PAWTUCKET, R. I 
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High court limits manufacturer’s right 
not to sell to price-cutting retailers 


Fair trade backers were given 
new cause for alarm late in Febru- 
ary, when the U. S. Supreme Court 
ruled that drug-making Parke, 
Davis & Co. had been guilty of 
price-maintenance conspiracy in 
threatening to cut deliveries to re- 
tailers who sold their products be- 
low the firm’s suggested retail 
prices. 

Although the Parke, Davis action 
involved retailers in Virginia and 
the District of Columbia, neither 
of which in 1956 had “fair trade’’ 
laws, many experts feel the high 
court decision could set precedent 
in similar cases in “fair trade” 
states. 

The question in the Parke, Davis 
case asks how far a manufacturer 
can go in enforcing its suggested 
retail prices? Parke, Davis looked 
to the historic Colgate case court 
decision of 1919, decided that it 
had the right to decide for itself 


to whom it would sell, that it had 
the right to sell only to those who 
abide by suggested price levels, and 
that it could cut shipments to those 
who cut suggested prices. 

So armed, the drug firm went to 
wholesalers, told them it would 
stop shipments to them if they sold 
to price-cutting retailers. It then 
went to the involved retailers, told 
them they would be refused sup- 
plies from wholesalers if they con- 
tinued to undercut prices. 


Refuse, But Simply 


The Supreme Court maintains 
that their decision does not over- 
ride the Colgate precedent. It said 
a manufacturer can still make “a 
simple refusal to sell to customers 
who will not sell at suggested re- 
sut, the Court retorts, 
the active enforcement program 
undertaken by Parke, Davis is 
more than “simple refusal,’ does 


tail prices.” 


ee in oa 


AT SQUAW VALLEY, LONGINES’ TEAM: The first contingent of the techni- 
cal staff of Longines-Wittnauer Watch Co. prepares to leave Squaw Valley 
after their eminently successful, all-electronic timing of the 1960 winter Olym- 
pics. Longines’ team included a physicist, electronic, electrical and mechanical 
engineers, watchmakers, technicians, veteran sports timers. They installed and 
operated three tons of electronic timing equipment worth $25,000. 
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in fact constitute a price-mainte- 
nance conspiracy in violation of the 
Sherman Act. 

Whether the court has upset the 
Colgate decision (said Justice Har- 
lan: “It is surely the emptiest of 
formalisms to profess respect for 
Colgate and eviscerate it in appli- 
eation’”’) or not, and whether or 
not manufacturers’ price - fixing 
rights have been drastically cur- 
tailed, is to be seen. 

Legal experts are in sharp dis- 
sent on the question of possible ap- 
plication of the Court decision to 
manufacturers’ activity in “fair 
trade” states. A spokesman for a 
large retail association felt the 
decision could easily apply to “fair 
trade” states. 

Many government lawyers, in- 
cluding some in the Justice De- 
partment, felt the decision could 
make it virtually impossible for a 
manufacturer to use any economic 
pressure to enforce fixed prices, 
“fair trade” state or not. 

Meanwhile, Rep. Oren Harris 
(D.. Ark.) is hinting that if busi- 
nessmen want to see his federal 
fair trade bill passed, they will 
have to pressure lawmakers this 
year. The Harris bill, and a sim- 
ilar bill being considered by the 
Senate Interstate Commerce sub- 
committee, would authorize a man- 
ufacturer of a trade-marked prod- 
uct to establish the minimum re- 
sale price, and to enforce that 
violators in the 


right against 


courts. 


The Court and Harris 


Some business groups say the 
Supreme Court decision now stunts 
any proposed federal fair trade leg- 
islation. Others say the Harris bill 
would void the high court ruling. 


Only consensus among interested 
parties was that there is nothing in 
the Supreme Court decision which 
would deny a manufacturer the 
right, in “fair trade” states, to 
seek court action against price 


cutters. 
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U.S. Army, Air Force synthesize diamonds 
for use as transistors in missile field 


Teams of scientists working in- 
dependently at the Army Signal 
Laboratory at Fort Mon- 
mouth, N. J., and at the Air Force 
Research Center in Bedford, Mass., 


Corps 


have each produced synthetic dia- 
mond crystals in recent months. 
Motive behind the research is 
simple: both agencies believe that 
diamond qualities of hardness, dur- 
ability and uniformity of structure 
make it a superior material for use 
in transistors under the extremes 
of temperature and pressure to 
which today’s missiles and other 
military devices are subjected. 
The Army team, headed by Dr. 
S. Benedict Levin, and the Air 
Force team of Mr. William G. Field, 
use basically the same method to 
produce the diamond. Both achieve- 
ments are the result of the effective 
use of super-pressures and super- 


temperatures, the same devices 
cited by General Electric Co. and 
b\ DeBeers more recently in the 
manufacture of diamonds. 

Here, in essence, is the technique 
ised both by the Army and Air 
ordinary 


yrapnite ls placed into a hole in a 


Force: a tiny piece of 


wr hw 
substance called pyropnyi 


has the property of be- 


ing able to double its melting point 


when put under pressure. The 
pyrophyllite-and-graphite unit is 
(the Air 


Force press differs from the Army 


then placed in a press 


one.) Cylinders made of tungsten 
carbide are then pressed against 
the graphite at pressures of some 
million pounds per square inch. 
Next, the 
press s chamber Is raised to 1700°C 


temperature in the 


by means of an electric current 
passed through thin nickel plates 
at either end of the graphite. The 
graphite is crystallized into dia- 
mond in less than two minutes, af- 
ter which the temperature and then 
the pressure are dropped. Entire 
process takes 10 minutes. 

The Army’s 
size from 1/16 to 1/32 of an inch 
in length; the Air Force’s are a 
somewhat smaller 1/32 to 1/64 of 
an inch in length. 

In both instances the 
range in from 


crystals range in 


stones 


color colorless 


through yellow to various shades of 
green. Some of the crystals are 
formed. Tests have 
shown that they have the structural 


quite well 


makeup of natural diamond. Tests 
on hardness and on cleavage char- 
acteristics as compared with natu- 
ral stones have not been extensive 
enough for any definite conclusions 
there. 

Both Service branches have indi- 
cated that they would like to make 
crystals large enough for extensive 
use in electronic transistors. Nor- 
mal size of the germanium and sili- 
con crystals now in use in transis- 
tors is some 1 mm x 1 mm x .2 mm. 
This would be equivalent to a wafer 
about 1/16 of an inch square. 

Neither the Army nor the Air 
Force has professed any interest 
in making diamond crystals for use 
as abrasives. The G.E. and the 
DeBeers crystals were both evi- 
dently developed to supply govern- 
ment and industry with the indus- 
trial bort used in grinding, cutting, 
polishing metals. 

Diamond crystals are only one 
of many crystals of elements and 
compounds now being studied for 
potential electronic adaptation by 
the Army and Air Force. Criterion 


eine 


of value is the potential ability of 
certain crystals to withstand ex- 
tremes of temperature without los- 
ing desirable electrical qualities. 


Disabled U. S. athletes 
eye Wheelchair Olympics 


The winners of the Annual 
Wheelchair Games June 11-12 at 
the Joseph Bulova School of 
Watchmaking in New York may 
get a chance to compete in the In- 
ternational Wheelchair Olympics 
later this summer in Rome. 

Benjamin H. Lipton, chairman 
of the National Wheelchair Games 
and a director of the Bulova school, 
noted that if a U. S. contingent does 
get to Rome, it will be the first 
time the U. S. will ever have been 
represented in the Olympics-for- 
disabled competition. Already, 27 
other nations have signed up. 

Bulova’s upcoming Games will 
probably serve as tryouts for the 
American team. Last year’s games 
at Bulova Park had 8 teams and 
more than 100 competitors. Events 
include the 100-yard dash, 240-yard 
shuttle relay, javelin throw, shot 
put, plus archery, pingpong, bas- 
ketball free throw, others. 

Any decision to field a U. 3S. 
team would have to have govern- 
Financial 


ment approval. aSSIS- 
tance would also have to be ar- 


ranged. 


Army diamond makers Dr. S. Benedict Levin and Dr. A. A. Giardini 
a diamond gives a steady beep, we like it 





Bills would require use of trade 
names on quality-marked merchandise 


Fraudulent and misleading qual- 
ity marks on gold and _ silver 
jewelry, plate or other merchan- 
dise, long a problem to consumer 
and manufacturer alike, will be on 
the way out if recently-introduced 
duplicate bills are passed in the 
House and Senate. 

Sponsored in the Senate by War- 
ren G. Magnuson (D., Wash.) and 
John O. Pastore (D., R. L.), the 
would re- 


proposed legislation 


quire that whenever a quality 
mark is applied, the trade mark 
or name of the manufacturer or 
distributor must be added. The 
same bill was introduced in the 
House by Peter F. Mack, Jr. (D., 
I}l.). 

The proposed legislation has the 
endorsement of the Retail Jewel- 
ers of America, National Whole- 
sale Jewelers Association, Jewel- 
ers Vigilance Committee and 
Manufacturing Jewelers and Sil- 
versmiths of Americalnc. JVC and 
MJ&SA were instrumental! in the 
introduction of the present legis- 
lation. RJA and the wholesale 
association have advocated such a 
step for several years. 

The original Federal Stamping 
Law of 1906 lists the required 
standards of quality for the use 
of certain terms in describing a 
product, but it does not require 
that articles must be stamped with 


ZALE PARTY TIME: President and Mrs. Ben A. Lipshy enjo 


a quality mark. Nor does it re- 
quire that a quality mark, if used, 
must be accompanied by a trade 
mark or other identification of the 
manufacturer or distributor. This 
loophole would be sealed by the 
pending amendment. 

The legislation would apply to 
»S.-made 


imports as well as to U. 


articles. 

Provision is also made for the 
stamping of articles composed of 
two or more parts which are not 
identical in quality. In such cases, 
if any part of a multi-part piece 
of jewelry bears a quality mark, 
the other components must also 
be marked. 


Deterrent Force 


To preclude misunderstanding 
as to the mechanics of the stamp- 
ing, the proposal states that trade 
marks or other identification must 
be placed as close as possible to 
the quality mark, in at least the 
same size type or lettering. 

In commenting on the _ bill, 
JVC said that such requirements 
would act as a deterrent to “un- 
scrupulous manufacturers’ and 
distributors, some of whom do not 
hesitate under the law as pres- 
ently in effect to stamp jewelry 
falsely.” 

RJA said that the legislation 
will “protect the public from be- 
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dinner with 


Mr. and Mrs. Larry Burk (left), of Hartwell’s Jewelers in Oklahoma City 
(a member-store of Zale’s Fine Jewelers Guild), at a banquet during the Feb. 
14-19 Zale management conference in Dallas. 
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ing misled by fraudulent mer- 
chandise and protect reputable 
jewelers from unscrupulous manu- 
facturers and distributors.” 

JVC suggests that jewelers 
throughout the country—retailers, 
wholesalers and manufacturers- 
who agree that this is sound legis- 
lation, contact their senators and 
representatives, asking support in 
having S. 3107 and H. R. 10782 en- 
acted into law. 


Zale plans new stores, 
will train Puerto Ricans 


Zale Jewelry Co.’s entire staff 
of more than 200 store managers 
and supervisors met in Dallas Feb. 
14-19, discussed plans for the open- 
ing of new stores in 1960. 

They also heard the announce- 
ment that Zale will provide capita! 
to train youth in Puerto Rico in 
diamond cutting and setting, for 
which there is now a critical short- 
age of craftsmen in the U. S. 

The Puerto Rican venture is be- 
ing undertaken by Zale with Fal- 
leck & Margolies, New York dia- 
mond setting firm, and with I. B. 
Goodman Manufacturing Co., Cin- 
cinnati jewelry maker. Falleck & 
Margolies will send one of its top 
mechanics to San Juan to a new 
jewelry center being set up, to be- 
gin to train a few apprentices. 
Goodman will set up a training 
and manufacturing operation. The 
isiand does not now have any 
jewelry industry. 

Zale President Ben Lipshy told 
stockholders at a meeting during 
the management conference that 
the firm has 6 new outlets due to 
open within the next few months. 
Chain already operates some 150 
stores in 26 states. 

Lipshy cited the growing de- 
mand for fine jewelry, the coming 
of age of the World War II baby 
crop and the trend toward earlier 
marriages and larger families, as 
evidence of the bright future of 
the firm. He also noted that the 
Zale policy of offering credit, and 
its appeal to the young-people mar- 
ket, enhance future prospects. 

Chief officers of the firm, in ad- 
dition to Lipshy, are Sidney Lip- 
shy, Ben’s brother, who is head of 
the 36-state Eastern region, and 
Mel Berns, in charge of the 12- 
state Western region. 
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RJA sets theme for Chicago show, 
hires New York firm for promotion 


Christmas will come in July this 
year, at least for the Retail Jewel- 
ers of America. This will be the 
theme of the annual midwest jew- 
elers convention and trade show to 
be held at Chicago’s Morrison Hotel 
July 17-21. 

In announcing the “Christmas in 
July” theme, RJA president Oliver 
A. Jenkins observed there are many 
advantages to be gained by manu- 
facturers and jewelers through the 
coordinated release of new lines at 
a given time each year. After all, 
he pointed out, the reason fashion 
houses introduce new lines at set 
dates is to focus maximum atten- 
tion on the fashion industry, and 
to secure the greatest amount of 
dealer and retailer interest. 

The entire motif of the Chicago 
trade show will be based on a de- 
sire to spread the Christmas buy- 
ing spirit. To help keep the swel- 
tering jeweler in a December frame 
of mind, decorations will include 
Santa Claus and his reindeer, 
Christmas trees, holly wreaths and 
simulated snow. 

During the show, RJA will con- 
duct seminars on retail advertising, 
merchandising and marketing, with 
special emphasis on Christmas pro- 
motions. General seminars will be 
held on store planning, tax prob- 


MAIDEN LANE OUTING CLUB: Members of the club 
met in mid-February in New York for their 36th annual 
winter affair. Festivities included a cocktail party, dinner 


lems, retail credit and insurance. 
All of these activities will be aimed 
at helping the retailer increase his 
sales during the crucial Christmas 
season. 

President Jenkins said that RJA 


“a 


Ae ialvaces Cn July 
f 


KJA’s Chicago show emblem 
new sales jingle 


will strive for similar coordinated 
introduction of fall and Christmas 
lines at the August trade show in 
New York. 

To handle promotion and _ pub- 
licity for the Chicago and New 
York shows, RJA has retained 
Josephson, Cuffari & Co., advertis- 
ing and public relations agency of 
New York City and Montclair, N. J. 
Besides promoting the shows, the 
firm will develop a year-round pub- 


lic relations campaign for RJA. 

In commenting on the agency, 
President Jenkins said that “the 
professional efforts of Josephson, 
Cuffari & Co., combined with our 
present program, will make the 
1960 trade shows a most promising, 
profit-making attraction. ... We 
have redesigned the convention pro- 
gram and have modeled it into a 
program of major importance t 
the business future of each and 
every jeweler in the country.” 

Paul Josephson, president of the 
public relations and advertising 
firm, said, “No problem is too smal! 
or too large for our staff. We are 
out to make the RJA trade shows 
the most successful in the histery 

the industry.” 


Cowen replaces Gifford 
as Schick president 


Chester Gifford, who was brought 
into Schick, Inc., as president in 
November 1958 after Revlon gained 
control of Schick’s seven-man 
board, will be replaced as president 
by Lawrence Cowen, former presi- 
dent of Lionel Corp. Gifford will 
continue as an adviser. 

Cowen has had no previous ex- 
perience in the electric shaver field. 
He said he wanted “three weeks or 
so”’ before he would decide what 
changes might be forthcoming in 
Schick distribution and other poli- 


cles. 





and cabaret floor show. In charge of plans for the affair 
was Raymond V. Lawrence, sales representative for JC-K 
and president of the Club. 





Silversmiths set 1960 
“girl graduate’ contest 


The Sterling Silversmiths of 
America will award $25,000 in cas} 
scholarships and silver prizes to the 
high-school-girl winners of a “Ster- 
ling Is For Graduates” contest 
scheduled for May. 

This contest is an enlarged ver- 
sion of the 1959 Silversmiths pro- 
motion, in which 10 per cent of the 
graduating high school 
entries 


nation’s 
girls submitted 
more than 1200 dealers. 


through 


Jeweler tie-in with the campaign, 
which will be officially announced 
in the May issue of Seventeen mag- 
azine, will be strong. Each entrant 
will be required to fill out an entry 
blank and register her sterling pat- 
tern at a jewelry store. A dealer 
promotion kit will include a contest 
display unit and entry blanks, two 
kinds of invitation cards for mail- 
ing to senior girls, window and 
suggestions, and 


counter display 


suggested publicity releases for 
newspaper, radio and TV use. 
Silversmiths member-firms, whic 
will support the contest with a 
total of 16 pages of individual! ad- 
vertising: Alvin Corp., Gorham, In- 
ternational Silver, S. Kirk & Son, 
Lunt, Reed & Barton, 
Towle and Wallace. Contest closes 
Mav 31. from the 


+ 


$1000 scholarship first prize to the 


Oneida, 
Prizes range 


sterling spoon pins to the 


most distant runners-up. 

Set to go during the contest is 
Sterling Silver Week May 8-14. 
For this third annual promotion of 
the “week” by the Silversmiths, a 
special campaign is planned, to 
stimulate public interest in sterling 
during the gift-giving months of 
May and June. 

Some suggestions by the Silver- 
smiths to dealers for successful tie- 
in with the “week”: arrange wed- 
ding, engagement and graduation 
counter displays; announce the 
week with local advertising and 
window cards; invite high school 
girls to the store to register for 
persuade local com- 
back the 


the contest; 
munications media to 
week. 

Silversmiths themselves will hail 
the event through publicity in 
radio, TV, newspapers. 


JSA has group insurance 
rates for member firms 


Two kind’s of group life insur- 
ance plans are now being offered 
to members by the Jewelers Secur- 
ity Alliance. 

Under one plan, in which the 
employer pays all of the premiums, 
there are three classes: officers and 
partners of the firm can secure a 
maximum of $10,000 of life insur- 
ance and $10,000 of insurance for 


accidental death or dismember- 


ment; employees whose basic 
salary is $50 per week or more, but 
who are not included in the first 
group, can secure $4000 each for 
life and for accidental death; all 
other employees can secure $2000 
each for life and dismemberment. 

Under the other plan, in which 
employees contribute to the pay- 
ment of the premium, there are 
four classes of participants for the 
life and accidental death coverages. 
These are: officers, partners and 
owners, $15,000 coverage; key 
management and supervisory em- 
plovees, $8000 coverage; employees 
earning more than $50 per week, 
$5000 coverage; all other employ- 


ees, $3000 coverage. 


Wallace, Ltd., reelects 
Dolliver president 
E. P. Dolliver of Cookshire, Que- 


bec, Canada, was reelected presi- 
dent of Wallace Silversmiths, Ltd., 
by the firm’s board of directors at 
a reorganization meeting Jan. 20 
in Montreal. 

The Canadian Wallace was ac- 
quired by Hamilton Watch Co. in 
November 1959, as part of the pur- 
chase of Wallace Silversmiths, Inc. 
of Wallingford, Conn. 

Officers with Dolliver: 
Paetow, 


Herbert 
Lloyd a. 
Lane, vice-president and secretary; 
C. E. Ireland, treasurer; W. W. 


Stainton, assistant secretary. 


vice-president ; 


Buxbaum pointed out that the main objective of the 
association is to create and maintain good employer- 
employee relations. Said he proudly: “In more than 25 
years our industry has enjoyed harmonious relations 
with the union, without a single strike or lockout. I 
hope that same understanding will continue.” 


JEWELRY CRAFTS ASSOCIATION: At its annual meet- 
ing in February in New York, the Jewelry Crafts Asso- 
ciation elected Walter Karlan of Karlan & Bleicher, Inc., 
1960 president. Outgoing President Arthur M. Buxbaum 
of B. F. Hirsch, Inc., was presented a bronze plaque (in 
photo) as testament to his exemplary two-year term. 
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Jewelry manufacturers’ dinner pays tribute to U.S.A. 





oe 


. 


After the Ice Cream Virginia, Rhode Island cookies 


An “all-American” theme, in 
both decorations and menu, marked 
the dinner of the Manufacturing 
Jewelers and Silversmiths of 
America Inc. Mar. 19 at Boston. 

The ballroom of the Statler-Hil- 
ton hotel was hung with flags and 
seals of 15 jewelry-producing 
states. Centering the hors d’oeuvre 
table at the reception was a trans- 
parent map of the nation, marked 
with the seal of the association 
and a blue star for each jewelry 

ate. 

And the dinner began with Su- 
nreme of Fresh Fruits New Jer- 
sey and concluded—several state- 
identified courses later—with Ic 
(ream Virginia and Rhode Island 
(Cnokies. 

George Jessel, introduced as 
“toastmaster general of the United 
States,” delighted the 600 mem- 
bers and guests with a 30-minute 
series of anecdotes. Immediate 
Past President Isadore Paisner was 
given a sterling silver Paul Revere 
bowl in recognition of his two 
terms of service. Past President 
Archibald Silverman presented it. 

Each ticket-holder received a 
gold-wrapped package that con- 
tained a man’s Schick 3-Speed elec- 
tric shaver and a woman’s Crown 
Jewel model. 

President Edson D. Sawyer in- 
troduced the following who were 
seated at the head table: 

William A. Carroll, chairman of 


the entertainment committee; Mr. Raymond R. Sturdy of the Jew- 
Silverman; the Rev. Frank J. Lan- elers Board of Trade, Oliver A. 
dolt of Trinity Church; Gov. Chris- Jenkins of the Retail Jewelers of 
topher Del Sesto of Rhode Island; America, Inc.; Dudley EK. Sander- 
Mr. Paisner; George R. Franko- son of the 24 Karat Club of the 
vich, executive secretary of the as- City of New York, Denham C 
sociation. Lunt, Jr., of the Sterling Silver- 
lso, Mayor Walter H. Reynolds smiths Guild of America, John 
of Providence, Mayor Cyril K. Blackinton of the Boston Jewelers 
Brennan of Attleboro and the fol- Club, and William Weber of the 
lowing presidents: M. Morton Zis- Diamond Peacock Club. A special 
quit of Providence Jewelers Club, train brought many to Boston. 


. a w ; i ns ge ime 


“THIS IS YOUR LIFE, MR. STIEFF:” Officers and employees of Stieff Co., 
Baltimore silver manufacturer and retailer, paid tribute recently to President 
(Gideon N. Stieff, Sr., on his 50th anniversary with the firm his father founded. 
In “This Is Your Life” television-show fashion, participants at the banquet 
told how Mr. Stieff built the company from a small shop on Baltimore’s Cider 
Alley to the present two-story manufacturing plant and six retail stores, plus 
large national sales distribution. Among the guests: Chairman Gustav Nie- 
meyer of Handy & Harman; representatives of three of the oldest Stieff dis- 
tributors (R. Harris & Co. of Washington, Lomax Jewelers of Easton, Md.., 
Tilghman Jewelers of Annapolis, Md.) 





aX , ~ 


oe. 
ee, 

mn "ead 
4 


More than 600 black-tie members and guests ready for Boston feast 


This year’s banquet of the Bos- 
ton Jewelers Club was in the finest 
tradition of an ancient organiza- 
tion whose seal includes the 
words: “Since 1888.” 

More than 600 members and 
guests comfortably filled the Stat- 
ler’s ball room for the dinner, on 
the night of Feb. 6. After invo- 
cation by the Rev. John N. Mark 
of First Congregational Church, 
Arlington, President John RR. 
Blackinton welcomed the mem- 
bers and guests. 

Seated with him at the head 
tables were Dudley E. Sanderson, 
president of the 24 Karat Club of 
the City of New York; Marshal! 
R. Spies, president of Chicago 
Jewelers Association; Edson W. 
Sawyer, president of the Manufac- 
turing Jewelers and Silversmiths 
Association of America; Quentin 
McCaffrey, president of the Mas- 
sachusetts and Rhode Island 


Souvenir Salad-serving Set 


Jewelers Association; William G. 
Weber, president of the Diamond 
Peacock Club; Lansford F. King, 
publisher of THE JEWELERS CIRCU- 
LAR-KEYSTONE; Harry J. Bromley, 
publisher of National Jeweler; 
Walter H. Levy, president of the 
Providence Jewelers Club; Frank 
A. Gendreau III, president of the 
Boston Jewelers Bowling League, 
and an assortment of military of- 
ficers. 

Five spirited acts of night club 
entertainment followed the dinner. 
The souvenir was a_ two-piece 
salad serving set made of heavy 
sterling silver. 


Sunbeam wants to buy 
missile instrument firm 


Sunbeam Corp. will ask stock- 
holders to vote Apr. 4 to approve 
a plan for purchase of John Oster 
Manufacturing Co., pioneer maker 
of barber and beauty supply equip- 
ment, health appliances and 
housewares and recent maker of 
aviation and missile precision in- 
struments. 

Sunbeam would operate the 36- 
vear-old Milwaukee firm as a 
wholly-owned subsidiary. Firm 
had sales of $35 million in 1959. 

Sunbeam was formed 67 years 
ago in Chicago. Total employment 
today exceeds 9000. 


Industrial Diamond men 
elect Jolis president 


Members at the 15th annual 
meeting of the Industrial Diamond 
Association of America elected 
Bernard Jolis of U. S. Industrial 
Diamond Corp. president for 1960. 
Group met at the Hollywood Beach 
Hotel in Hollywood, Fla., on Feb. 
22. 

Other 1960 officers-elect : Leopold 
H. Metzger of Super-Cut, Inc., first 
vice-president; Charles Baumgold 
of Diamond Tool Research Co., sec- 
ond vice-president. 

Later, the association’s executive 
manager, Margaret McGinnis, was 
named recipient of the 1959 service 
pin of the American Society of 
Tool and Manufacturing. 


Gold Filled elects 
Sawyer president 


Edson W. Sawyer, treasurer of 
Improved Wire Co. in 
Providence, R. I., was reelected 
president of the Gold Filled Manu- 
facturers Association at its annual 
meeting. 

teelected vice-president, clerk 
and assistant clerk, respectively, 
were Herbert Phillips, W. Fred- 
erick Mittendorf and L. P. Keeler, 
Jr. Lloyd W. Chase, Sr., was elect- 
ed treasurer. 


Seamless 
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TRANSISTOR RADIOS 


Effective immediately! Toshiba quality-built transistor 
radios listed have been reduced! For your new low 
dealer costs contact your local distributor or write direct. 


Model TR-i193: 
transistor portable radio 
price $29.95 

Complete with leather 
carrying case and battery 


Model 7TP-3525S: Shirt-pocket size AM/ 
Short Wave 7 transistor radio. Former 
list price $59.95 

Complete with leather case, 


earphone and batteries $54.95 


Shirt-pocket size all 
Former list 


$24.95 
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Model 7TM-3125: World-wide AM/Short 
wave 7 transistor portable radio. Former 


Model 8TM-294: Most beautiful and 
powerful 8 transistor portable radio. 


Model 8TM-3005: World-wide AM/ 
Short Wove 8 transistor portable radio. 


Former list price $64.95 
Complete with leather case, 
earphone 


Model 6TP-354: Super-mini- 
ature 6-transistor portable 
radio. Former list price $39.95 


$33.95 


Complete with leather case, 


and batteries $59.95 


Former list price $49.95 


Complete with leather case, 


earphone and batteries $44.95 


Model 6TP-314A: Shirt- 
pocket size 6-transistor port- 
able radio. Former list price 


$39.95 $33.95 


Complete with leather carry- 


list price $59.95 





Model 6TP-309A: Shirt- 
pocket size 6-transistor port- 
able radio. Former list price 


$37.95 $29.95 


Complete with leather carry- 


Complete with leather case, 


earphone and batteries $54.95 
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Model 6TP-357: Super-mini- 
ature 6-transistor portable 
radio. Former list price $36.95 


$29.95 


Complete with leather case, 


ing case and batteries ing case and battery earphone and batteries 


All Prices Quoted Are Suggested List 


earphone and batteries 


Exclusive U.S. Representative for Toshiba Brand Transistor Radios 


TRANSISTOR WORLD CORP. 52 BROADWAY, NEW YORK 4, N. Y. 
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State of the Jewelry Business 





Pin lever is lion as 


nation’s 1959 watch imports hit record 





IMPORTS 


January 
1960 
WATCH MOVEMENTS (units) 
0-1 iewel 350,369 
2-7 jewels 69,863 
8-15 jewels 5,237 
16, 17 jewels 278,472 
over 17 jewels 368 
all movements 704,309 


DIAMONDS 
uncut, by carats 
uncut, by value 
cut, by carats 
cut, by value 
CULTURED PEARLS 
IMITATION STONES 


146,739 
$5,526,397 
69,222 
$5,722,697 
$661,840 
$445,609 


EXCISE TAXES 


Oct.-Dec. 
1959 
AMOUNT COLLECTED $32,831 


(add 000) 


VITAL STATISTICS 


January 
1960 

93,000 

338,000 


MARRIAGES 
BIRTHS 


FAILURES 
February 

1960 
CASH JEWELERS 12 
INSTALMENT JEWELERS 2 
WATCH REPAIRERS 0 
WHOLESALERS 2 
MANUFACTURERS 0 


WHOLESALE JEWELERS’ 
SALES 


JANUARY 1960 
% change % change 
from from 
Jan. 1959 Dec. 1959 
SALES —7 — 55 
INVENTORY +9 +4 


METAL PRICES—-MID-MARCH 

(troy ounce, large lots) 

Mid-March 

1960 

SILVER $.91 3/8 
PLATINUM $82 
PALLADIUM $24 
IRIDIUM $70 


% change 
from 
Jan. 1959 


424.2 
—16.6 
4110.1 
416.3 
—55.0 
415.7 


+76.5 
+12.4 
+9.6 
—10.9 
—9.0 
—40.7 


% change 


from Oct.- 


Dec. 1958 
+3.6 


% change 
from 
Jan. 1959 
—3.1 
—4.0 


% change 
from 
Feb. 1959 


Jan.-Dec. 
1959 


7,091,030 
1,368,102 
63,453 
6,090,178 
19,209 
14,631,972 


1,608,503 
$93,800,838 
929,301 
$85,366,049 
$13,082,836 


$10,245,693 


Jan.-Dec. 
1959 
$159,679 


Jan.-Dec. 
1959 
1,494,000 
4,249,000 


Jan.-Dec. 
1959 
132 
38 
5 
34 
26 


% change 


from Jan.- 


Dec. 1958 


+34.0 

49.2 
427.1 
429.8 
—11.9 
429.4 


+41.5 
+27.8 
429.4 
4+25.4 
+26.4 
+10.0 


% change 

from Jan.- 

Dec. 1958 
+3.6 


% change 

from Jan.- 

Dec. 1958 
+3.0 
+1.1 


% change 
from Jan.- 
Dec. 1958 
—7.6 
+35.7 
— 16.7 
—8.0 
— 30.0 


DEPARTMENT STORE SALES 
JANUARY 1960 


% change 
from 
Jan. 1959 


FINE JEWELRY, WATCHES +1 


SILVERWARE, CLOCKS 


COSTUME JEWELRY 


1960 


+3 
+9 


% change 
+6.4 
+33.3 
—12.5 











Domestic production of watches 
has in recent years, of course, been 
chiefly pin lever—90 per cent. But 
also, in the past four or five years, 
the pin has replaced the jeweled 
lever as the dominant import here. 

A look at the January 1960 im- 
port totals shows that almost half 
of the month’s total import was 
of the 0-] movements—the 
pin levers. This percentage is con- 
sistent with the one for the vear 
1959, when almost half of the all- 
time record 14,631,972 watch im- 
ports were again the 0.1 jewel pins. 

And the 0-1 
not the only one which contains pin 
levers; many of the movements in 
the 2-7 jewel and in the 8-15 jewel 
(in- 


jewel 


jewel category is 


categories are also pin levers 
deed, some of the movements listed 
in the 16 and 17 jewel and over 17 
jewel groups are the new, high- 
style pins). 

A short five years ago less than 
a fourth of all imports were the 
0-1 jewel pin levers. In 1949 less 
one-sixth of the watch im- 
and 20 vears ago, 
imported 


than 
ports were pins; 
in 1939, only 1 in 15 
watches was a 0-1 jewel watch. 

The U. S. Tariff 
which reports yearly on conditions 
in the U. S. marketplace, 
savs that the 
acceptance of pin levers is the re- 


Commission, 


watch 
increased consumer 


sult of comparatively low price and 


infinite variety in shapes, sizes and 


styles of the pins. Commission also 
believes that the high cost of re- 
pair for jeweled levers has precipi- 
tated the switch to the pins, “most 
of which are discarded rather than 
repaired.” 

The 16 and 17 jewel watch im- 
29.8 


ports did register a gain of 


per cent over 1958 imports, per- 
haps largely because of the efforts 
of the Watchmakers of 
land in 1959 to 
among U. §. customers for a qual- 
ity timepiece. And imports in the 
16 and 17 jewel class show a gain 
in January 1960 over January 1959 
figures. The big year for jeweled 
levers was 1953, when 8.4 million 
movements in the 16 and 17 jewel 
class were imported here. 


Switzer- 


recreate desire 





4 NEW DECORATORS 


by WESTCLOK! 


e New Spectacular Designs—up to 26” diameter! 
e Backed by Network Television, and Nationa! Magazine 


ads in full color! 


e New Merchandising Aids! 


4 new stunning Decorator Wall Clocks...designed to please 
customers and make more sales at full profit for you. Each is 
packed with eye-appeal. Each complements both traditional 


and modern decor. 


Ask your wholesaler to show you these new clocks today! 


SCROLL 


Elegant beauty in jet-black scroll design. 


Silver-color dial. 22” tip to tip. 

No. 403 8-Day Keywound 

RETAIL PRICE $16.95 

Dealer Cost $10.58 

No. 908 Electric. Sweep second hand. 
RETAIL PRICE $14.95 

Dealer Cost $9.45 


48 gleaming gold color rays, embossed 
brass numerals. 20” diam. 

No. 400 8-Day Keywound 

RETAIL PRICE $27.50 

Dealer Cost $17.16 

No. 911 Electric. Sweep second hand. 
RETAIL PRICE $24.95 

Dealer Cost $15.57 


WESTCLOX TIMEPIECES ARE FEATURED ON “SPECIAL TONIGHT" 
—AMERICA’'S MOST POPULAR TELEVISION SERIES. 
APRIL 20— 'NINOTCHKA''—ABC-TV Network. Westclox hostess, Betsy Palmer 


FAIR TRADED FOR FULL PROFIT... 


DEPEND ON 


soe 
ed 


WORLD'S LARGEST MANUFACTURER OF TIMEPIECES . 


Magnificent gold-color leaf-design case. 
Embossed brass numerals. 22” diam. 
No. 401 8-Day Keywound 

RETAIL PRICE $22.50 

Dealer Cost $14.04 

No. 909 Electric. Sweep second hand. 
RETAIL PRICE $19.95 

Dealer Cost $12.45 


GRANBY 


Brilliant ebony and burnished brass spokes. 
Lustrous brass dial. 26” diam. 

No. 402. 8-Day Keywound 

RETAIL PRICE $19.95 

Dealer Cost $12.45 


MAKERS OF BIG BEN 
DIVISION OF GENERAL TIME CORPORATION « LA SALLE-PERU, ILLINOIS 





Change Dlassom 


ENGAGEMENT and WEDDING RINGS 


SOLD BY MASTER JEWELERS THROUGHOUT THE UNITED STATES = 


132 





Something Wonderfully 
New Has Happened to 
Diamond Ring Styles 


When Orange Blossom began to 
create this new concept in 
diamond rings, they had you 
as.well as the censumer in mind. 


Here are designs that are truly 
TODAY in concept and execution... 
ring stylings that will almost 

leap from your diamond case to 
the finger of a truly excited 


customer. 


National and local advertising 

and sales promotional materials 
are now working to tell your 
customers about these wonderfully- 
new styles. 


This is another big reason why 
more and more successful 
jewelers are turning to... 


Cunge Plassom 


TRAUB MANUFACTURING CO. 
1934 McGraw Avenve * 


NE APRIL 1960 


Detroit 8, Michigan 


de « 


Reserve rooms now for 
convention, AWI says 


Watchmakers and jewelers who 
are planning to attend the June 
17-20 chartering convention of the 
American Watchmakers Institute 
will have a wide choice of room ac- 
commodations. 

Single rooms at Chicago’s Mor- 
rison Hotel, headquarters of the 
convention, will start at $6.50 per 
day. Other single-room accommoda- 
tions are available for up to $13 
per day. Room with double bed for 


two persons starts at $10.50 per 


day and ranges up to $17. Rooms 
for two with twin beds start at 
$14.50 and go as high as $24. For 
real luxury, two-room suites can be 
had for $30 per day and up. Three- 
room suites are $49 per day and up. 
The AWI interim board warns 
that Chicago in mid-June can be- 
come quite crowded with conven- 
tioners, and advises charter mem- 
bers to make reservations soon. 
Reservation cards with complete 
details are available from the 
United Horological Association of 
America, 1901 E. Colfax Ave., Den- 
ver, or the Horological Institute of 
America, 912 State Life Building, 


’ 


Indianapolis. 


Jacob Mehrlust dies; 
jewelry manufacturer 


Jacob Mehrlust, 82-year-old man- 
ufacturing jeweler in New York, 
died Feb. 9. He was active in the 
namesake firm until his death. 

Mehrlust was a former president 
and director of the Platinumsmiths 
Association of America, was a di- 
rector of the Jewelers Vigilance 
Committee and a member of the 
24 Karat Club of New York. 

His son Raymond survives. 


DMIAA will help sell 
government diamonds 


Congress has authorized the dis- 
posal of 47,049 carats of rough cut- 
table gem diamonds and some 8412 
carats of cut and polished dia- 
monds worth between $2 and $3 
million dollars. The Diamond Man- 
ufacturers & importers Associa- 
tion of America has offered to help 
the government sell the stones. 

Sale of the gems, many of which 
have been confiscated from smug- 
glers by the government, will ten- 
tatively take place Apr. 14 at the 
Appraiser’s Office in New York. A 
catalog is being prepared to give 
full descriptions of the lots. 


ACTION IN MICHIGAN: These officers of the Michigan Jewelers Association 
met Feb. 24 in Saginaw for the first of three regional meetings designed to 
bring the association directly to the state’s jewelers. On hand for the discus- 
sions were 52 iewelers from Bay City, Flint, Midland, Owosso and Saginaw. 
Guest Speaker Jack O’Brien of J. C. Keppie Co. discussed “Merchandising Dia- 
monds in a Competitive Economy.” Association Assistant Executive Vice-Presi- 
dent Richard Cook reviewed current legislation affecting jewelers. The board of 
directors met in the afternoon, made plans for the group’s 53rd annual conven- 
tion Sept. 24-26 in Grand Rapids. In photo, seated, from left: Vice-President 
Roger Losey, President Donald Green, Treasurer R. J. Heglund. Standing: from 


left: Cook and O’Brien. 





Gordon’s will build 
5 stores in Puerto Rico 


Houston-based Gordon’s Jewelers 
is going into the international re- 
tail jewelry business. 

Last month the first of five pro- 
posed jewelry stores was opened 
in a vast shopping center in the 
San Juan area of the Caribbean is- 
land of Puerto Rico. “Within the 
next 18 months we'll build four 
more,” says Gordon’s President 
Harry B. Gordon. President Gor- 
don announced that the chain firm 
is also considering retail ventures 
into South and Central America. 

Plans for some 19 new stores in 
the U. S. during 1959 are also un- 
derway for the now 65-store firm, 
which was founded 55 years ago 
by M. M. Gordon, present board 
chairman. 

And by the end of 1961 the firm 
will, it proposes, have built new 
stores in New Mexico, Arizona and 
California, and will have 100 
branches. Chain now operates in 
seven states in the South and 
Southwest. 


The firm has established Gor- 


don’s Jewelry Co. of Puerto Rico, 
Ine., to function as an independent 
administrative headquarters. 
Puerto Ricans will be employed to 
operate the island stores, under the 
overall supervision of Louis Gold- 
stein, former manager of the Gor- 
don’s store in El Paso, Tex. Ulti- 
mately, 8 Puerto Rican stores are 
planned by Gordon’s. 

Gordon’s, which is the third larg- 
est U. S. jewelry store chain, be- 
hind Zale Jewelry Co and Kay Jew- 
elry Co., employs 750 people, main- 
tains buying offices in New York, 
Antwerp, Belgium, and _ Bienne, 
Switzerland. 


Traub set to boost 
Orange Blossom line 


In early 1959, Traub Manufac- 
turing Co., predicted that sales 
and profits would show a consider- 
able increase during the last half 
of that year. Ata recent four-day 
sales conference, Traub General 
Manager Carl Bross announced 
that the prediction had come true 

-sales during the last six months 
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For CONSISTENT fine quality 


choose 


Bilifoild shown is famous 


Vu-All model, with patented 


16-card pass case 


Cameo billfolds 
consistently give you fine 
quality merchandise with the custom 


look of true craftsmanship — merchandise you 


are proud to sell! Cameo offers a wide selection of models, @ach 
with a strong selling feature, in the season’s most popular leathers and 
colors. They're priced to retail from $3.95 to $15.00 with full mark-up. 
Order, or ask for NEW catalog, showing complete line of fine leather goods. 


Fine leather goods since 1904 


The Springfield Leather Products Co. 


SPRINGFIELD, OHIO 


of 1959 increased 15 per cent over 
the corresponding period of 1958. 

After disclosing this, 
went on to say that a 1960 goal of 
20 per cent more sales has been 
set. To accomplish this, he said, 
the firm has new ring designs, new 
salesmen, new territories and new 
displays. First results of this new 
push will be seen in the new 
Orange Blossom line for spring, 
Bross said. 

Advertising Director William 
Roberts told salesmen attending 
the semi-annual conference that 
reaching this goal would be great- 
ly expedited by the fact that the 
“majority of this year’s sales and 
advertising dollars will be spent 
in aiding the local retailer to sell 
his product at the consumer level.” 


Bross 


Bell & Howell merges 


with electronics firm 


Bell & Howell, Chicago photo- 
graphic equipment manufacturer, 
has merged with Consolidated Elec 
trodynamics Corp. 

Consolidated, California - based 
maker of aviation and missile test 
equipment, will become a Bell & 
Howell subsidiary. 

Bell & Howell President Charles 
H. Percy said his firm will make 
extensive use of Consolidated’s elec- 
tronic research. 


Should PXs sell $500 
watches? Ike may decide 


Eisenhower has been 


President 
asked to arbitrate a dispute be- 
tween the Pentagon and State De- 
partment over sale of $500 watches 
in military post exchanges in the 
Panama Canal Zone. 

The two agencies have debated 
the problem for months and have 
sent separate policy recommenda- 
tions to the White House. 
businessmen have 
luxury 


Panamanian 
complained that sale of 
items, duty- and tax-free, in the 
PX’s has harmed private business 
in Panama City. 

The State Department thinks 
many items, such as $500 watches, 
should be cut from the PX list for 
the sake of U. S.-Panamanian re- 
lations. The military view is that 
concessions to Panama would lead 
to concessions around the world. 





Stockholders approve 
new Gorham acquisition 


The purchase by Gorham Manu- 
facturing Co. of all the assets of 
Pickard & Burns, [ne., Needham, 
Mass., electronics firm, has been 
approved by vote of stockholders 
of both companies. 

Pickard & Burns has more than 
100 technical 
staff. Gorham believes the union 
will be strong in development and 
manufacture of electronics products 
and systems for military use. 
Pickard & Burns will retain its 
present officers, will operate as a 
wholly owned Gorham subsidiary. 
Pickard President Harold Burns 
will also assume management of 


specialists on its 


Gorham’s electronics division. 
Merger is the fourth made by 

Others 
Corp., 


Gorham in the past year. 
Eaton 
Products Co. and 


have been Paper 


Quaker 
Bronze Foundry. 


Rabun 


19 complete two-week 
Bulova-NYU course 


For two weeks in January, 19 
jewelry store executives from 13 
states crammed dozens of facts on 
management and 
merchandising into their 
ive minds. The 19 were the 20th 


jewelry store 


collec- 


class to take the course sponsored 


by the Joseph Bulova School of 
Watchmaking and by New York 
University. 

The graduates: John J. Hoffman 
and Sol R. Maikon of Cedar Rap- 
ids, lowa; Lavone Gregory of Mor- 
ganton, N. C.; J. B. Gregory of 
Newton, N. C.; Barbara Heineman 
of Peru, Ind.; Albert J. Wunderle 
of Toledo, Ohio; John E. McCor- 
mick of Charleston, W. Va.; Joseph 
F. Frank of St. Louis, Mo.; David 
N. Thomas of Atlanta; Lawrence 
). Schreibman of Cleveland; 
Michael Schon of Los Angeles; 
Richard L. Kaufman of Lincoln, 
Neb.; James A. Vesterby of Owa- 
tonna, Minn.; Robert F. Daynes 
of Salt Lake City; Margaret Tous- 
saint of Monomonee Falls, Wis.; 
Paul J. Holland of Halifax, Nova 


Scotia. 


United Jewelry Show 
sees record May show 


Some 350 manufacturers of all 
kinds of jewelry have already sign- 
ed the register for 185 showrooms 
at the Sheraton Biltmore Hotel in 
Providence, for the 17th semi-an- 
nual United Jewelry Show May 
6-15. 

This advance registration insures 
a record-size show, according to 


Bulkley. 


Buyer attendance is restricted to 


Manager Charles C. 


w he lesa le jewelry firms. 


LEADING JEWELERS ASSOCIATION: The 34 jewelry stores, in the 5 west- 
ern states, which comprise Leading Jewelers Association, met in mid-January 
in Palm Springs, Cal., elected these officers: Sydney Klener of Baldwin’s Jew- 
elers in Fresno, Cal., president; Joseph Sherwood of Daniel’s Jewelers in Bell 
Gardens, Cal., first vice-president; Horace Raphael of Raphael’s Jewelers in Se- 


attle, Wash., second vice-president; Paul Present of Daniel’s Jewelers in Arizona, | 


third vice-president; Morris Cooper of Leffert’s Jewelers in Burbank, Cal., treas- 
urer; and Bart L. Sutton of Los Angeles, secretary and coordinator of the associ- 
ation. Among 1960 plans of the group: production of mailing pieces, a buying 
and promotion program, standardization of administrative forms. 


Oregon hosts jewelers’ 


Pacific Northwest meet 


The Oregon State Jewelers As- 
sociation was host Feb. 20-22 to 
more than 700 jewelers from Ore- 
gon, Idaho, Washington, Montana 
and Alaska, at the Pacific North- 
west convention. 

The annual meeting, held this 
year in the Multnomah Hotel in 
Portland, Ore., included a watch- 
makers’ symposium, plus speeches 
by Sales Manager James J. Hogan 
of International Silver Co. and by 
Attorney Walter W. Harris of the 
Federal Trade Commission. 





A ROSARY 


6 GRENCI 


Means MORE... 


mm Pear 
Soldered 
cy or Plain 
cient coats 
wiThsTOOod 


cre 


Te y 
Keystone, $7.00. With Contemporary 
Crucifix, Keystone $9.00. 


Write for further Information 


A. F. GRENCI 


Mfg. of "‘Ave Maria’’ Rosaries 
136 Standard Ave. Butler, Pa. 


At all leading Gift Shows. Write for information 








JET STREAM SERVICE| 


Newly designed Certified 
Wedding Rings are being 
produced on new efficient 
machines which guarantee 
/ quick service with no in- 
crease in price. 18K for export. 


CERTIFIED metas co. | ,\'9 Edison; 














Don't overlook the demand for tarnish preventive 
PACIFIC SILVER CLOTH PRODUCTS 


Finished Wood Drawer Pads 
(Chests Buffet Trays 

Table Chests Drawer Liner Kits 

Zipper Chests Zipper Bags 

Descriptive leaflets and prices on request 


EUREKA MANUFACTURING CO. 
hed ys 


Ine. 192 aunton, Mass 














Want More Business? 
Want to Raise Cash? 


Send TODAY for 
FREE COPY 


“GETTING THE MOST 
OUT OF YOUR SALE" 


Get the complete story from a repu- 
table sales organization with 35 years 
of proven successful experience! 
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Hamilton Beach marks 
50th year with dinner 


What Chester Beach and L. H. 
Hamilton wrought in 1910 was the 
sufficient cause in February 1960 
for a lavish banquet in Racine, 
Wis. 

Vice-President Arnold O. Wolf 
gave the principal golden anniver- 
sary address, told how the lanky 
farm boy Beach who gave the 
world its first high speed fractional 
horsepower electric motor in 1905, 
and Hamilton, a steamship line 
cashier, got together with Fred J. 
Osius to found the firm. 

The firm progressed quickly as 
a specialty maker of small electric 
motors for use in swing machines, 
appliances of all sorts; it has turn- 
ed out more than 30 million motors 
since 1910. Hamilton Beach was 
purchased in 1923 by Scovill Manu- 
facturing Co. of Waterbury, Conn., 
but retained its own name. 

Today the firm employs 753 per- 
sons, makes a large line of electric 
housewares, fountain equipment 
and small motors. 

During the dinner nine former 
members of management with the 
firm were cited for their contribu- 
tions to the firm’s career. 


160 Swiss watch makers 
will enter Basle Fair 


The annual showing of the latest 
developments in quality watchmak- 
ing will be held by 160 Swiss watch 
manufacturers Apr. 23-May 3 at 
the watch fair in Basle, Switzer- 
land. 

This is the 30th anniversary of 
the watch fair, and promises to be 
a major attraction at the huge 
Swiss Industries Fair in Basle. 

Early reports from Basle indi- 
cated a distinct trend this year to 
stylish extremely thin watches for 
men and women, to self-winding 
movements and to wider use of in- 
terchangeable watchbands. 

According to the Swiss, their in- 
dustry supplies 85 out of every 100 
watches purchased in nations with 
no production of their own, and 
makes at least half of all the 
watches produced in the world. 

Fair will also include displays 
by 30 exhibitors of clocks, watch- 
making tools and accessories. 


GRATITUDE: Louis Waldman, left, 
immediate past president of the Gold- 
en Circle Club of New York, receives 
a silver tray from 1960 President 
George Kramer, as a token of mem- 
bers’ appreciation of his_ efforts. 
Presentation took place before 75 
members of the Club at the installa- 
tion banquet. 


———-— — 


Board of Trade elects 
Sturdy, Del Sesto 


Raymond R. Sturdy, treasurer of 
Cheever, Tweedy & Co., Inc., Jew- 
Attle- 
boro, Mass., was elected president 
of the Jewelers Board of Trade 
Feb. 20 at the annual meeting of 


elry manufacturer in North 


its board of directors. 

He succeeds William A Smith, 
president of Irons & Russell Co., 
who had been president for the 
maximum three-year limit per- 
mitted under organization rules. 

Other new officers chosen were 
Angelo Del president and 
treasurer of Van Dell Corp., first 
vice-president, and John R. Keller, 
assistant treasurer and credit man- 
ager of Oneida, Ltd. of Oneida, 
N. Y., second vice-president. 

teelected were Horace M. Peck, 
treasurer, Vincent Chapman, sec- 
retary and assistant treasurer, and 
Stewart W. Stolworthy, assistant 
treasurer. 


Sesto, 


Alabama RJA will meet 
Apr. 24 in Birmingham 

Annual meeting of the Alabama 
Retail Jewelers Association will 
be held in Birmingham, Ala., Apr. 
24-25 at the Thomas Jefferson 
Hotel. 
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ea In a dramatic midnight-til-dawn 
move of men and machines, Golden 
Shield Corp. shifted recently to new 
quarters in Great Neck, N. Y., with- 
out a loss of work-day time. Firm dis- 
tributes the Golden Shield by Sylvania 
and Golden Shield by Hamilton Beach 
lines. 

s Worcester Silver Co. pave a recep- 
tion Feb. 15th in its New York show- 
rooms in honor of Horace Elliott, 
chairman and managing director of 
F. W. Elliott Ltd., London clock-mak- 
ing firm, who had flown here for his 
first U. S. visit. Worcester imports 
the Elliott clocks. 

» Rudolph Order, who has been in 
the diamond business in New York 
since 1921, is now located at 580 Fifth 
Ave., New York, where he specializes 
in the import and cutting of diamonds. 
2 A diamond gallery has been opened 
in Stern’s 42nd Street department 
store in New York. Diamond experts 
are Charles Amerling and 
Harris. 

s William Barthman, Jeweler, cele- 
bated its 75th anniversary on the cor- 
ner of Broadway and Maiden Lane in 
New York, in February, at a dinner 
for employees and wives at the St. 
George Hotel. 

e M. Daniel Tatkon has formed 
M. D. Tatkon Associates at 230 Fifth 
Ave., New York, as consultant to the 
jewelry industry on management, site 
location, and marketing research. His 
associates: J. M. Aufrecht, C. E. 
Clark, P. G. Gould and H. Sanford. 

e A new corporation has been estab- 
lished in Pittsburgh, Pa., to offer jew- 
elers a diamond merchandising plan. 
The corporation is called The Diamond 
Dealers of America, Inc. Address is 
600 Plaza Building. 

e The Jewelers 24 Karat Association 
of Western New York held its regular 
monthly meeting Feb. 23 at the Hotel 
Lafayette in Buffalo. Plans were 
detailed for the spring festival, which 
will be held May 10 at the Buffalo 
Trap & Field Club. 

es Maxwell R. Maybaum of Maybaum 
Bros., New York importer of dia- 
monds, pearls and precious gems and 
maker of platinum diamond jewelery, 
left Feb. 27 for an 8-week tour of 
Spain, Italy, Greece, Israel, Turkey, 
Russia, Finland, Holland, Denmark 
and France. Trip is combined business 
and pleasure. 

a Coronet Industries has been ap- 
pointed sales representative for 
Norma Pencil Corp. in New York. 
Coronet will sell for Norma in the 
Eastern U. S. 

e Myron H. Stern, president of 
M. H. Stern & Co., Newark, N. J., 


George 
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maker of jewelry, noted his firm’s 
first anniversary in February. Firm 
this year will introduce a 14 karat 
gold line of men’s tie tacks and 
women’s scatter pins, as additions to 
its present lines of 10 and 14 karat 
yellow and white gold ladies’, men’s 
and children’s stone rings. 

» Mary F. Kenna, long-time New 
York buyer of diamonds, watches and 
jewelry for a private clientele, has 
moved from 9 Maiden Lane to 1137 E 
Jersey St., Elizabeth, N. J. 

» Bernard Choiley, manager of Mar- 
cus & Co. jewel galleries in Gimbel’s 
New York store, will celebrate his 25th 
vear in the jewelry business. on 
Mother’s Day. Mr. and Mrs. Choiley 
plan a trip to Hawaii to celebrate the 
occasion. 

s Appel & Weber in Lancaster, Pa., 
bought recently by Watt & Shand De- 
partment Store, was moved recently 
from 40 N, Queen St. to 12 E. King 
St. Store, 87 years old, will maintain 
its name. 

a Glenn Dunkelberger, Kutztown, Pa., 
jeweler, has purchased property at 
Main & Whiteoaks Sts. in Kutztown, 
will move his store there from 261 
W. Main St. as soon as the new prop- 
erty has been renovated. 

» William Schoppy will add a com- 
plete line of china and glass when 
he moves his store this spring from 
1440 Atlantic Ave. to 1706 Atlantic 
Ave., Atlantic City, N. J. 

s Myer B. Barr, president of Barr’s 
Jewelers in Philadelphia, has been 
elected president of the Retail Credit 
Merchants Association. Other officers: 
Norman Blau, Milton Goodstein, 
Frank F. Taylor, vice-presidents; 
Jack Strauss, secretary; Gustav J. 
Axelrod, treasurer. Association issues 
credit reports on more than 1000 Phil- 
adelphia credit buyers. 

» Wax & Skolnick, Inc., New York 
maker of rings and diamond mount- 
ings, has moved into new quarters at 
62 W. 47th St., New York. Firm has 
also appointed Kenneth Cohen as 
West Coast representative. 

» The Watchmakers Association of 
New Jersey met Mar. 8 at the Irving- 
ton House, Irvington, N. J. Guest 
speaker was Mr. Hirschfield of Holzer 
Watch Co. 

» Robert B. Lowe of Port Byron, 
N. Y., is observing his 60th year in 
the jewelry and clothing business. 

» Ralph Kalichman, technical direc- 
tor of Wyler Watch Corp., has been 
installed as president of the Horologi- 
cal Society of New York, the nation’s 
oldest. Kalichman took office at the 
recent 94th anniversary banquet of 
the group. 
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» Veteran engraver William J. Mur- 
ray, 72, has closed his 56-year-old 
shop at 373 Washington St., Boston. 
Murray officially retired Mar. 20 and 
left Room 901 with the best wishes of 
a host of friends. 

=» Mel Shore, who has been associated 
with I. Alberts Sons in Boston for 21 
years, is now with Paul Amoroso and 
Associates at 101 Tremont St., Bos- 
ton. Amoroso now represents T. G. 
Hawkes & Co. of Corning, N. Y.., 
manufacturer of fine crystal. 

a» E. J. Johnston of Caribou, Me., has 
purchased Ocala Jewelry Co., Ocala, 
Fla. His partner and manager is 
Roger Hunt, a former employee at his 
Caribou store. Hunt, a_ registered 
gemologist, is a winter resident of 
3ird Island, Summerfield, Fla. 

»s Registered Gemologist Roland Ca- 
doret, formerly of Cadoret Bros. in 
Woonsocket, R. I., now is assistant 
manager of Gordon Jewelers in Bra- 
denton, Fla. 


e Mr. and Mrs. Wilmont Shwind of 


R. C. Jewelry in Rumford, Me., re- 
cently cruised in the Caribbean. Mr. 
Shwind plans to purchase a line of 
mahogany ware for his store. 

»s The annual dinner-dance of the 
Diamond Peacock Club will be held 
Apr. 30 at the Somerset Hotel in 
Boston. Secretary Fred Brown of 
Manchester, N. H., is general chair- 
man of the affair. William G. Weber 
of Handy and Harman, Providence, 
heads the organization. 

=» Despite a record-heavy snow storm, 
the January Boston Gift Show went 
off as scheduled March 6 thru March 
10. The affair, staged at Boston’s 
Parker House, featured displays by 
some 422 exhibitors. 

s A unique gift department is now 
featured at the famed 1812 House in 
Framingham, Mass. Known as Miss 
Fay’s Department, it offers the un- 


ENGLAND 


es Andrew Grant, who has for 12 
years been connected with Kittredge 
Jewelers in Westfield, Mass., has 
opened a new retail outfit at 144 Elm 
St., also in Westfield. New store 
name is Andrew Grant, Inc. 

» Raymond Brouillette, owner of Ray- 
mond Jewelers in Hartford, Conn., 
has moved to larger quarters at 692 
Park St. Store has also added new 
fixtures. 

»s Shoor Jewelers of Manchester, 
Conn., will move on May 1 to a new 
and larger store at 917 Main St., 
from 977 Main St. All new fixtures 
will be used in the store. Partners in 
the ownership and operation of the 
firm are Alan and Creighton Shoor. 
e M. Morton Zisquit of Kestenman 
Bros. Manufacturing Co. in Provi- 
dence, R. I., was elected in March to 
the 1960 presidency of the Providence 
Jewelers Club. Other 1960 officers- 
elect: William Miller of Carl-Art, 
Inc., vice-president; J. Harry De- 
Haven of Van Dell Corp., treasurer; 
Fred G. Kilguss of Excell Manufac- 
turing Co., secretary. Planned Club 
activities for the year include re- 
newal of the June 14 Clambake, for 
which Tom Newman is chairman, and 
the annual dinner dance, set for Dec. 
3 with Laurence Valcourt as chair- 
man. 1960 trustees of the Club are 
Reginald G. White, Laurence Val- 
court, William Gaffart, Joseph Mc- 
Devitt, Herman Kaplan, Thomas 
Battles, William Bartlett, Lester 
Steiner and Burton Denton, Jr. 


Waltham will expand, 
opens New York office 


Planned expansion of sales and 
introduction of new promotions at 


— in gifts see —s which the retail level were voted by 
visitors can inspect while enjoying —_o 5 an . 
the cuisine. The restaurant is situ- officials of Waltham W atch Co. 
ated on Route 9 and is owned by during a January sales meeting at 
Flew 150 PC. MOTHER'S DAY WINDOW DISPLAY KIT Louis Monoco and Barney Goodman. headquarters in Chicago. Firm 
You get 2 — 11 x 14 easeled display cords, s Elliott D. Halpin, treasurer of E]- also has opened a New York sales 
office, at 30 Rockefeller Plaza. 


liott’s Jewelry at 406 Main St., Fitch- 
burg, Mass., was re-elected third vice- 

. Is res] arrv - 
president of the Massachusetts Coun- Waltham President Harry Aron 
cil of Retail Merchants at a meeting son and General Manager Clifford 
of the group in February in Boston. L. J. Siegmeister chaired the six- 
Yew 13% PC. FATHER'S DAY ee soar erg es lg day sales conference, announced 

dent o e Fitchburg Chamber « , ; 
WINDOW DISPLAY KIT Piaeeathiniain . that Waltham has begun enlarging 
Consists of 2 easeled display » Daniels Jewelers, which has for 68 domestic and overseas markets, has 
— Jad Sik a ee a ax years been located on Main St. in enlarged its research and develop- 
’ nnent : i n , : = : 
“ orcbone segs ee a a Rockland, Me., moved in mid-Febru- ment department, will introduce 
reminder badges $375 ie ary to a new location, at 15 Limerock new watch and jewelry products in 
Postage _ Rd., . Rockland. The owner, Lloyd 1960. Walth le} 
p ee Daniels, is one of two certified gem- . ‘ - am celebrates its cen- 
| EDWIN FREED Inc., 1sow.4emSm¥. 9% = ologists in the State of Maine. tennial this year. 
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es Drach & Weinfeld Co., Inc., whole- 
sale jeweler at 29 E. Madison St. in 
Chicago, has decided to liquidate. The 
company is gradually selling out. 
30th Dave Goldberg, president, and 
Leonard Simon, secretary-treasurer, 
are looking for factory lines to the 
retail jeweler. Firm was founded in 
1917 as Block-Weinfeld Co., in 1934 
became Drach & Weinfeld Co. 

® Some 60 members of the Chicago 
Jewelers’ Club gathered in the club 
rooms on Feb. 16 to elect these new 
officers for 1960: Robert Crosswhite 
of Pakula & Co., president; James 
Swartchild of Swartchild & Co., vice- 
president; Irwin Fosse of Son & Prins 
Co., treasurer; Melvin L. Goldman, 
an attorney, secretary. 

# The 39th Annual Golden Rooster 
formal dinner dance was held Feb. 20 
in the Gold Coast Room of the Drake 
Hotel, Chicago. More than 400 
Roosters, their wives and guests en- 
joyed an evening of fun. Serious note 
of the evening was the turning over 
of a check for $2000 to the Division 
Street YMCA Boys’ Camp at Camp 
Channing, Mich. New officers installed 
during the evening were: Al Wahlen 
of Goldsmith Bros. division of Na- 
tional Lead Co., Chanticleer; Fred J. 
Hertel of Elgin W: atch Co., Scratcher: 
Melvin L. Goldman an _ attorney, 
Keeper of the Nestegg. History of 
the Golden Roosters dates from Feb. 
10, 1921, when 18 men from the trade 
assembled at a dinner at the Hamil- 
ton Club and founded the organiza- 
tion. 

es Swartchild & Co. is celebrating its 
90th anniversary in the wholesale 
watch material business. The third 
generation of the family is currently 
managing the firm. 
s Paul Kirimura, 
wholesaler at 55 E. 
Chicago, 
in the 
March. 
s Fred Gottlieb & Co., celebrated 
40th year in business on Feb. 11, hold- 
ing a cocktail and luncheon party in 
its quarters in the Pittsfield Building 
in Chicago. 

s Leon Halverson of Williston, N. D., 
was elected president of the North- 
western Guild of the North Dakota 
Jewelers and Watchmakers Associa- 
tion at a meeting in January in Minot. 
Other officers-elect: A. B. Degree of 
Williston, vice-president; Earl Plan- 
teen of Minot, secretary-treasurer. 
Next meeting is set for April, in 
Williston. 

s The Eastern District Montana Re- 
tail Jewelers Association met in 
February in Miles City. 

a» Edwin Crabbe of Whitehall, Ohio, 
has become manager of Grove City 
Jewelers in Grove City, Ohio. He has 
been a watchmaker for 37 years. 


Japanese pearl 
Washington St., 
was elected to membership 
Chicago Jewelers’ Club in 
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s Flossie Payne has purchased K. V. 
Kennedy Jewelers in Excelsior 
Springs, Mo. Store will operate as 
Payne Jewelers. 

s Wolff Bros. Jewelry in Murphys 
boro, Ill., has gone out of business. 
Lionel Lang was owner of the store, 
which had been opened in Murphys- 
boro in 1907 

s Orville J. Brown has purchased 
Gunderson Jewelry in Fargo, N. D., 
from Fred Gunderson. Store name will 
not change. Brown has also sold his 
interest in Anderson Jewelry Co. to 
his partner, Lewis G. Kemmer. 

s Roy S. Bailey Jewelry Co. has 
opened at 23 W. Michigan Ave., Bat- 
tle Creek, Mich. Owner is Roy 538. 
3ailey, who has for the past 17 years 
been sales manager of the Jewel Box 
store. 

s Fred Brodkey, president of Brod- 
key Jewelry Co. in Omaha, Neb., is 
attempting to sponsor the Omaha 
franchise in the proposed national 
professional bowling league. Some 10 
cities have so far expressed interest 
in such a league. 

s Snyder Jewelry Repair has moved 
into a remodeled building at 729 
Kansas Ave., Topeka, Kan. Cliff 
Snyder is owner. 

= Ben Miller’s in Decatur, IIL, 
celebrating its 62nd anniversary 
business. 

es The Indiana Jewelers Association 
and the Indiana Watchmakers Asso- 
ciation will jointly sponsor a conven- 
tion and jewelry trade show Sept. 
17-18, at the Severin Hotel in Indian- 
apolis. IJA President John W. Sauer 
has appointed the following men to 
the convention and trade show com- 
mittee: Herbert Pazol of Muncie, 
Maurette Brown of Indianapolis, Leon 
Engel of Indianapolis, John L. Kirk- 
man of Anderson. WAI’s committee: 
Harold Calvert of Indianapolis, Char- 
les Eckels of Indianapolis, Phil Nel- 
son, 

s William P. Giles, former operator 
of a jewelry store in Clearfield, Utah, 
has opened a new store, Giles Jewel- 
ry, in the Roy shopping plaza, Roy, 
Utah. 

s Victor Youkilis, president of the 
Victor Corp., Cincinnati, has been 
elected president of the Cincinnati 
Wholesale and Manufacturing Jewel- 
ers Association. Other new officers: 
Stafford Rushart of Harry Green- 
wold, Wallenstein-Mayer Co., vice- 
president; John G. Schwab of A. G. 
Schwab & Sons, secretary; John Cas- 
sidy, Jr., of Casker Co., treasurer. 

s Argo & Lehne Jewelers in Colum- 
bus, Ohio, has purchased 94-year-old 
Harrington Co. at 84 N. High St. 
in Columbus. Long-time Harrington 
President G. Dana Harrington, II, 
died Feb. 23; he was the grandson of 
the founder of the firm. 
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WANTED 
TO BUY 


Estate and liquidation jewelry 
shipments solicited. Diamonds 
of any size, set or unset, an- 
tiques and conventional-type 
jewelry also bring good prices. 
Check our references with Dun 
& Bradstreet, the Whitney Na- 
tional Bank (Morgan Branch), 
New Orleans, La., and the 
Jewelers Board of Trade. We 
keep your package in our vault, 
intact for ten days, subject to 
your acceptance of our remit- 


tance. 
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= Heinie’s Jewelry has moved to 710 
Main St., Rapid City, S. D., and will 
be named Arnold’s Jewelry. E. F. 
Stamper is manager. 

s Arthur J. Lake, co-owner with his 
father of Lake’s Jewelers in Birming- 


THE 


» James Ruth, partner in Ruth & 
Sons Jewelers in Montgomery, Ala., 
has been elected president of the 
3roadway Theater League of Mont- 
gomery for 1960. 

» Leonard Krower & Son, Inc., jew- 
elry wholesaler, importer, and ex- 
porter in New Orleans, La., is cele- 
brating its 75th anniversary. 

a Cheslock’s Jewelers moved recently 
to 224 Reistertown Road in the Colby 
shopping center, Pikesville, Md. Own- 
ers are Velma and Jack Cheslock. 

s Edwin Camp, for 14 years with 
Hugh’s Jewelry, has purchased Alex- 
ander Jewelry in Shelby, N. C. Seller 
George Alexander is retiring. 

»s The Yadkin Valley Watchmakers 
and Jewelers Guild met late in Janu- 
ary at the Gilvin Roth YMCA in 
Elkin, N. C. 

»s Elmer H. Schwalb of Beardstown, 
Ill., has joined the staff of Duncan’s 
Jewelers in Vicksburg, Miss. He is a 
graduate of the School of Horology 
at Bradley University in Peoria, III. 
» Gidden’s Jewelry celebrated its 
101st anniversary last month in Golds- 
boro, N. C. The firm is the oldest 
jewelry store both in Goldsboro and 
in North Carolina. Owner is Marvin 
L.. Smoot, who took over the store in 
1949 upon the death of Mary Emma 
Giddens, a daughter of the founder. 

» The 46th annual convention of the 
Tri-State Jewelers Association will be 
held May 1-2 at the Hotel DuPont in 
Wilmington, Del. Association em- 
braces Delaware, Maryland and the 
District of Columbia. Paul Day is 
president. 

» Jim Rudder of Claude S. Bennett 
in Atlanta, Ga., has been elected a 
vice-president of the Lenox Square 
Merchants Association at the Lenox 
shopping center. 

» Gordon’s Jewelers recently opened 
a branch store in the Orange Blossom 
shopping center, Orlando, Fla. Store 
manager is Don Jones. 

» New manager of Gordon’s Jewelers 
store in the Southgate shopping cen- 
ter in Lake Charles, La., is Mel 
srown., 

» The Crystal House, owned by Harry 
and Edwin Mogul, has moved to 418 
W. Baltimore St. from 211 W. Balti- 
more St., Baltimore, Md. 

» Bernard Fredland of Fredland Jew- 
elers in Silver Spring, Md., has been 
elected president of the Greater Wash- 
ington Retail Jewelers Association. 


ham, Mich., has been elected ‘Man 
of the Year” by the Birmingham Jay- 
cees. He is 30 years old. 

Snyder Jewelry in Topeka, Kan., 
recently became the ninth Kansas 
store to win the R. G. title of AGS. 


SOUTH 


Fredland, who served previously as 
president in 1953, was elected at the 
annual meeting at the Hotel 2400 in 
Washington. Saul Feld was named 
vice-president; C. C. Anderson sec- 
retary; Charles Sherman treasurer. 
Elected as directors: Harry Kron- 
heimer, Paul Stein, Donald Wolpe, 
William Wright, Arthur Sheinbaum, 
Benjamin Blanken, Harry  Brott, 
Katherine Evarhart, Bernard Lynn. 
Attorney Henry Brylawski was re- 
tained as executive secretary. 

ae T.S. Merkel of Louisville, Ky.., was 
named “watchmaker of the year” Mar. 
1 at the annual business meeting of the 
Kentucky Watchmakers Association. 
Frank Stagner of Bowling Green was 
elected president to replace Merkel. 
Also elected: W. D. Clater of Louis- 
ville, vice-president; F. D. Merkel of 
Pleasure Ridge Park, executive secre- 
tary; Ralph Combs of Paducah, treas- 
urer. 

e Arthur B. Halpert of Miami, Fla., 
has been named a southern field sales 
representative of Bulova Watch Co. 
e William M. Crosby was elected 
president and Frank Hansen vice 
president at a recent meeting of the 
Gem Cutters Guild of Baltimore. Guild 
will celebrate its 10th anniversary on 
Apr. 30 with a gem, mineral and fos- 
sil show at Roosevelt Park. Edward 
Geisler is show chairman. 

» Bill Pardue, Cedartown, Ga., 
leader and businessman, will move to 
Kingsport, Tenn., to manage the Jewel 
Box store there. He opened the Jewel 
30x in Cedartown in 1945, opened 
Royal Jewelers in Cartersville in 1953. 
He will retain his part ownership in 
both stores. 

a Saum’s Jewelers has moved from 
Jonathan St. to 9 W. Washington St.., 
Hagerstown, Md. Douglas Saum is 
store owner. 

e Henry Schwarzschild, board chair- 
man of Schwarzschild Jewelry Co. in 
Richmond, Va., has been selected a di- 
rector of Audio-Dynamics Corp. of 
Washington, a finance leasing busi- 
ness. 

a Cecil D. Kaufmann, president of 
Kay Jewelry Co. in Washington, D. C., 
was guest of honor Mar. 31 at a jew- 
elry industry dinner in behalf of Al- 
bert Einstein College of Medicine at 
Yeshiva University. Kaufmann is a 
founder of the college of medicine, 
has been active in the affairs of the 
school since its inception. 
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a Gordon’s Quality Jewelers have 
leased space for another Dallas re- 
tail store unit in the new addition to 
the South Oak Cliff shopping center. 
It will be opened in late June or early 
July. 

» E. W. Steelman has vurchased the 
Reynolds Jewelry in the A. Harris 
Shopping Center in South Oak Cliff, 
Dallas, from J. R. Reynolds, and has 
changed the name of the store to 
Steelman Jewelry. Reynolds has not 
announced future plans. 

es The annual Linz Award, sponsored 
jointly by Linz Jewelers and the Dal- 
las Times-Herald, has been presented 
to James H. Hard, regional! director of 
the U. S. Department of Health, Edu- 
cation and Welfare. 

a Goldstein Brothers, 
formerly located at 
Fort Worth, has moved to 
larger quarters at 914 Hall St. 

» Alfred Cohen, owner of Feder’s 
Jewelry Co. in El] Paso, Tex., has 
acquired controlling interest in Hertz- 
berg’s, one of the oldest and largest 
retail jewelry stores in San Antonio. 
s Zale Jewelry Co. has leased space 
for a new store in Amarillo, Tex. 
Location is in the new Sunset Shop- 
ping Village at 1111 Plum St. 

»s LaMaster Jewelry Co., formerly lo- 
cated at 414 W. 10th St. in Amarillo, 
Tex., has its stock and 
and is out of business. 

ae McCandless Jewelry and Cathedral 
Gift Shop was opened at 213 E. 9th 
St. in Amarillo, Tex. Manager is 
Mrs. Willa Mae McCandless who had 
operated McCandless Jewelry Co. at 
Levine’s in Amarillo for 
vears. 

es A new jewelry 
cently in Paris, 
Hughes. It is located on 
side of the town square. 

s Diamond Evaluation Classes will be 
held in Tulsa, Okla., May 9-13, ac- 
cording to announcement by Richard 
T. Liddicoat, Jr., director, Gemologi- 
cal Institute of America. Other cities 
in the Southwest in which classes have 
been scheduled: Phoenix, Ariz., Sept. 
12-16; Denver, Colo.., 19-23; 
Dallas, Tex., Sept. 26-30. Classes are 
held Monday through Friday, include 
color analysis and classification, im- 
perfection detection and classification. 
weight estimation, price, and 
pricing policies. 

=» New manager of the watch repair 
department of Fay’s Jewelers, 345 W. 
Jefferson in Dallas, Tex., is Ed 
sright. Mr. Bright was formerly as- 
sociated with Fonville Jewelers in 
Pecos, Tex. 

» W. N. Looney, who has operated 
Looney’s Jewelers at 537 W. Jefferson 
in Dallas, Tex., for several years, has 
gone out of business. 


whose store was 
2608 Berry St., 
new and 
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sold fixtures 


some 10 
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» George Sloan, who operates Sloan’s 
Jewelers in Tulsa, Okla., has been 
named a director-at-large of the Okla- 
homa Retail Merchants’ Association. 
s Frank Berry is new manager of 
Shedrick’s Credit Jewelers, 12 5S. 
Broadway, Edmond, Okla. 

se Bill Watkins, owner of Watkins 
Poteau Jewelry in Poteau, Okla., will 
move his business to the old site of 
the Central National Bank. 

» A demonstration of the Vibrograf 
watch timing machine was given by 
Kenneth Weil of Gould Co., Dallas, 
Tex., at the January meeting of the 
Dallas Watchmakers Guild. 

s Mark Feather. manager for the last 
three years of Shedrick’s Credit Jew- 
Edmond, Okla., has been 
Shedrick’s in Still- 


elers in 
transferred to 
water, Okla. 

» A Rhodium Plating clinic was held 
Feb. 21, 22, and 23 in Dallas, Tex., 
by the Southwest Smelting & Refin- 
Actual plating procedures 
were demonstrated. 

e Harold Folks Fine Jewelry Shop 
has been opened at 515 Majestic 
Building in San Antonio, Tex. Owner 
is Harold R. C. Folks. 

s Nacol Jewelry Co. has 

floor Space alt 518 Proeter 

Arthur, Tex. 

»s The 1960 the Houston 
Guild of the Texas Watchmakers As- 
sociation are: James E. Carter, presi- 
dent: H. G. Waller, first vice-presi- 
dent; R. F. Schramm, second vice- 
president; Wm. H. Graff, secretary; 
Price Wende, treasurer; Dren Duffy, 
state committeeman. 

»s Norman Teguns has been appointed 
a regional manager for Bulova 
Watch Co. He headquarters in Dal- 
las. 

» Milton F. Dreyfuss of Little Rock, 
Ark., has been appointed a field sales 
representative for Bulova Watch Co. 
His territory will include Arkansas 
and part of Louisiana. 

» Gordon’s Jewelry Co. planned to 
open a store on Mar. 31 in the new 
Jefferson City shopping center near 
Port Arthur, Tex. 

a L. Lechenger, Jeweler, in Houston, 
Tex., plans to open its fourth 
May 1 in the new Post Oak shopping 
center in Houston. The 79-year-old 
firm also has stores at 815 Main St., 
at 2035 W. Gray St., in the River 
Oaks shopping center, and at 2433 
University Ave. in the Village. Louis 
Lechenger is president of the firm. 
W. A. Bullard is general manager 
and diamond buyer. 

a R. W. Bebow has opened a store at 
1704 N. 74th Place, Scottsdale, Ariz. 
a Mrs. W. A. Swope will continue to 
operate Swopes Jewelry in Alice, Tex. 
Her husband, a jeweler and city judge, 
died recently. 
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NEW! 
PRE-POLISHED BRASS 
FOR PLAQUES AND 
NAMEPLATES 


* FREE CUTTING—to accept 
contrasting color filling 

* Coated with a tough elastic 
resin that won't crack or 
peel during engraving 
process 
Extra protection provided 
by special masking paper 
you leave on during en- 
graving, remove later 


Thickness .025 

12°xl2 Sheet = 
Jiscounts: 10 sheets 10% : 
95 sheets—15%: 50 sheets 
Available in strips and name- 


plates cut to your specifications. 
Ask for price list. 


$3.30 


20%. 





hermes plastics. ine. 
158 W. 14th St., New York 11, N.Y. 
Please ship me the following 
sheets of pre-polished brass: 
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sheets in Satin Gold 
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12”x12” sheets in Satin Silver 
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Gifts For 
Mother's Day and Graduation 
STERLING SILVER 
Hand Engraved Pin and Earrings 
$5.00 Set 
Adjustable Shank Rings 
with Raised Letters $2.50 Each. 


36 Bromfield St., Boston 8, Mass. 











MADDOCK & MILLER, INC. 


CROWN DUCAL Dinnerware BELLEEK China 
MASON’S lronstene Ware 


129 Fifth Avenue, New York 3, N. Y. 











Importers of 
ENGLISH CHINA 
ond 
EARTHENWARE 
Stock and Import 


FONDEVILLE & CO., INC. 


148 Sth Ave.. New York 10, N. Y 
AL. 

















America s Nest 
Beautifully Styled 
Diamond Rings 


GOMEZ 
MFG. CO. 


657 Mussion Street 
San Francisco § 


Telephone YUkon 2-6828 














RELIGIOUS JEWELRY 
AND GIFTS 


America’s leading import- 
ers, manufacturers and 
distributors of religions 
articles. The only e@erZ 
complete selection in * 
the trade. 


* MEDALLIONS 

* STATUARY 

* ROSARIES 

* CRUCIFIXES 

*® MISCELLANEOUS 
RELIGIOUS 
ARTICLES 


Write for NEW 64 page catalog 
with beautiful color illustrations 


FERRI BROS. INC. 


South 124 Route 17, Paramus, N. J. HUbbard 7-8600 
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BLACK STAR SAPPHIRES 
$1.25 per carat 


In lots of 50 carats or more, 
“s G assorted sizes. » & 
@° FINER STONES From §$2 to 
Portt $10 per carat. 


INTERNATIONAL GEM & PEARL CO. 








220 W. 5th St., Los Angeles 13, Calif. MAdison 4-1777 








EMERALDS 


Loose or mounted. Memo selections to rateca 
jewelers. Write 


I. WIDESS & SONS MAdison 6-]47] 
220 W. Sth Street, Los Angeles 13, Calif. 
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WEST COAST 


» The first issue of the California 
RJA newsletter was sponsored by the 
Simon-Green Co., Los Angeles. Com- 
mittee appointments by Richard M. 
Kern, president, were announced as 
follows: fair trade, Norman Luth and 
Alan Hauck; advertising survey, Ju- 
lius Loeb; convention chairman, Isa- 
dore Meyer, with assistant, Mare 
tice, Jr.: inter-association liaison, 
Wallace W. Binford; quarterly bul- 
letin, Alan F. Hauck; budget commit- 
tee, Martin R. Thomas, Wallace Bin- 
ford, George Finley, Jr., Alan Hauck, 
and Dick Kern. 

»s The Jewelers 24 Karat Club of 
Southern California met Mar. 7 at 
the Elks Club, Los Angeles. Guest 
speaker at the February meeting was 
Dr. Floyd Corbin, nationally known 
author, lecturer, and humorist. 

» Members of the Santa Barbara 
Guild of Watchmakers and Jewelers 
met with the Santa Maria Guild at 
tick’s Restaurant, Santa Maria, Cal., 
on Feb. 24. Guild President 30b 
Brian appointed Gordon Chaves to 
conduct a survey regarding watch re- 
pair prices in California. 

» The American Gem Society has 
scheduled two resident classes for 
tegistered Jeweler candidates—one in 
Los Angeles July 11-22, one in New 
York Sept. 19-30. February meeting 
of the Southern California Guild, 
AGS, was held at Bill Storey’s Rest- 
aurant, North Hollywood. 

»s Members of the Central Coast 
Watchmakers & Jewelers Guild met 
under their president, Don Melby, at 
Rick’s Restaurant, Santa Maria, in 
February; March meeting was held 
at Jerry’s, Grover City, Cal. 

»s The Western Association of Jew- 
elry Manufacturers is planning its 
first trade show for the presentation 
of its members’ lines to wholesalers 
in Los Angeles, tentatively for the 
latter part of July or early in August. 
Arthur Reinherz is chairman of the 
planning committee. 

»s A meeting of the Northern Cali- 
fornia Guild of the American Gem 
Society was held at the Hotel Bellevue, 
San Francisco, on Jan. 13. Richard 
Liddicoat, director of the Gemological 
Institute of America, spoke on the 
latest developments in gems. 

» Members of the Leading Jewelers 
Association, Los Angeles, held their 
annual meeting at the Ocotillo Lodge, 
Palm Springs, Cal., the week of Jan. 
18. Sidney Klener of Baldwin’s Jew- 
elers in Fresno, was elected president 
for 1960; Joseph Sherwood of Daniel’s 
Jewelers in Bell Gardens, was named 
first vice-president; Morris Cooper of 
Leffert’s Jewelers in Burbank, trea- 
surer; and Bart L. Sutton, secretary. 
» Richard L. Steen opened a new 
credit jewelry store at 1411 Pacific 


Ave., Santa Cruz, Cal., recently. 
2» Rockhounds from far and wide 
flocked to the 1960 Riverside County 
Fair and National Date Festival at 
Indio, Cal., Feb. 12-22, where one of 
the country’s largest gem and mineral 
shows was staged. 

a Charles W. Melchior is now repre- 
senting the H. & R. Jewelry Manufac- 
turing Co. of Los Angeles in Wash- 
ington, Oregon, Southern California, 
Arizona, and Nevada. 

»s A new jewelry store has 
opened in Ojai, Cal., by R. G. 


son. 


been 
John 
=» Gensler-Lee Co. has appointed 
James E. Clinton manager of its 
in Sacramento, Cal. He was former 
manager of the Rogers Jewelry Store. 
» Thompson Jewelry Co. in South 
2asadena has sold its stock and fix 
tures to Norman A. Anderson. 

» Byron Hopper moved recently from 
Kersting Center, Sierra Madre, Cal., 
to 74 West Sierra Madre Blvd. 

a Philip W. Roth, of Swirsky & Ehr 
lich, jewelers, and Abe D. Taff, of 
A. D. Taff Co., both of Los Angeles, 
were recently appointed to key posts 
in this year’s United Jewish Welfare 
Fund drive. 

» Lawson’s Jewelers, Onterey Park, 
Cal., has announced appointment of 
Herman Kushner as manager of it 
store in Atlantic Square. 

» Glen Sydow and Al Schierer have 
formed Schierer & Sydow, specializ- 
ing in watch repair work at 110 W. 
Ocean Blvd., Long Beach. 

=» The jewelry business of the late 
William H. Ziegler, 210 Townsend St., 
San Francisco, was purchased re 
cently by E. F. Williams, watchmaker, 
who has been in business recently 11 
San Jose, Cal. 

» The jewelry business of the late 
Rocco Matteuci, 229 Columbus Ave., 
San Francisco, was purchased recently 
by Matteo Ciuffreda, for the past 13 
years a watchmaker in the store. 
Store name is unchanged. 

» Meyer Siegel, manufacturing jew- 
eler, moved recently from 704 Market 
St., to 110 First St., San Francisco. 

» Frank Oncina, owner of Franc 
Jewelers, 2804 Mission St., San Fran 
cisco, moved recently to the larger 
2800 Mission St. 

es Alvarez Jewelry Manufacturers & 
Designers has moved from Room 736, 
133 Geary St., San Francisco, to new, 
larger quarters in Room 320. 

» Larry Simmons, current president 
of the Ventura County Retail Jewel- 
ers Association, opened a new store 
under his name recently at 368 Main 
St., Ventura, Cal. 

e Paul and Lee’s Gift Store, which 
has opened at 223 W. Gurley St., 
Prescott, Ariz., has joined the Ari- 
zona RJA. 


store 
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Robert P. Adler, 26-year-old erst- 
while treasurer of Waterman-Bic 
Pen Corp., has been named vice- 
president and general manager. 
Adler will head the entire Water- 
man-bBic operation in the United 
Firm was formed a year 
ago by the merger of Waterman 
Pen Co. and Societe Bic of Paris, 


States. 


France, the large European pen 
maker. Adler started with Water- 
man in 1955 as junior accountant. 


Charles Mathieu has 
pointed president of Favre-Leuba 
Watch & Chronometer Co., Inc., 
143-vear-old American branch of 
Favre-Leuba of Switzerland. 


been ap- 


Paul Wyler has been appointed 


president and Alfred Wyler vice- 


president of Wyler Watch Corp. 


Jersey City, N. J., 


Jack McCready, sales manager of 
Wyler Watch Corp., has been 
elected vice-president in charge of 
sales for the firm. 


Walter M. Schwartz, Jr., has been 
president and P. K. 
Schwartz vice-president of Proc- 
ter-Silex Corp., Philadelphia 
maker of electric appliances and 


elected 


housewares. 


Seymour Mintz has been appointed 
assistant to the president of 
Landers Frary & Clark, New Brit- 
ain, Conn., maker of the Universal 
line of home appliances. Harry T. 
Silverman is president. 


Fr. Raymond Stoveken has been 
named general manager and con- 
troller of House of Nash, Ine.. 
leather goods 
maker. 


Adler 


Walter M. Schwartz, Jr. 


RUNNING A 
SUCCESSFUL SALE 
IS AN ART 


By Manny Silverman 


“ALTHOUGH THIS WAS NOT A 
GOING OUT OF BUSINESS SALE, 
WE LOWERED OUR STOCK BY 


$50,000”, writes this jeweler. 


THE FACT THAT WE RECENTLY CON- 
DUCTED A SALE FOR ROLAND WEST 
OF ROSEBURG JEWELERS, ROSEBURG. 
OREGON, A TOWN OF 9,000 AND THAT 
HE STATED IN HIS OWN WORDS AND 
| QUOTE: “Our sale was successful be- 
yond our expectations, although this 
was not a Going Out of Business, we 
lowered our stock $50,000. Your super- 
visor is a real fireball. We enjoyed 
knowing him. He has a new idea every 
minute to keep the ball rolling and stir 
up interest" ... 1S NOT AT ALL UN- 
USUAL. 


The important thing is that Mr. West has 
continued to ask us for advice and counsel! 
and we have changed his outlook and his 
lethargy. He, too, has become oa fireball 
and is continuously using any new ideas and 
promotions that we devise. 


Last week Mr. West wrote us about a dia- 
mond promotion we gave him and again 
| quote: "We ran your ad one day and 
sold 12 diamond sets. Please continue to 
keep me advised of anything new”. 


| might suggest since you have read this 
far, that before you turn the page, you 


ask yourself what you have to lose by con- 
tacting us. 


WE JUST MIGHT BE ABLE 
TO DO THE SAME FOR YOU 


WRITE! WIRE! CALL COLLECT! 


SILVERMAN SALLES ENTERPRISES 


580 FIFTH AVENUE, N. Y. 36, N. Y. 
TELEPHONE: Plaza 7-4692-3 








| Obituaries 





J. Arthur Hull, 82, cousin of the 
late Cordell Hull, U. S. Secretary 
of State from 1933 to 1944, died 
Mar. 3. He was a jeweler for 60 
vears in New York, was a vice- 
president of Cartier, Inc. during 
the 1920s and the 1930s. 
Theodore Farrington 8&8, retired 
heraldic engraver for Tiffany & 
Co. in New York, died Feb. 23. 
Farrington engraved numerous 
plaques honoring the world’s top 
dignitaries during his 42 years 
with Tiffany’s. He had worked 
for Black, Starr & Frost for 17 
vears before joining Tiffany’s. 
David Gordon, 63, president and 
treasurer of Goldstein, Swank & 
Gordon Co. in Worcester, Mass.., 
died in February. His father, 
Samuel, was founder of the com- 
pany. 

Seward W. Flynn, display man- 
ager for Oneida Silversmiths, 
died Feb. 23. For many years 
Flynn had been responsible for 


development of literally hundreds 
of window and counter displays 
for Oneida’s flatware and hollow- 
ware lines, also designed Oneida’s 
display rooms and offices in New 
York and San Francisco. 
Howard J. Billick, 56, owner of 
Billick’s Jewelers in Ashland Ky., 
died in February. During World 
War II he was president and 
owner of the Ashland School of 
Watchmakers, set up to train 
armed-forces enlistees. 

Albert Hailparn, owner for 40 
years of H. Hailparn & Co., New 
York ring manufacturing firm, 
died in February. 

Louis Sacks, 81, owner of Lussac 
Cultured Pear] Syndicate in New 
York and author of the book 
A Layman’s Philosophy, died 
Feb. 28. 

Kathryn B. Mendenhall, 52, man- 
ager of the downstairs store of 
Roger Jewelry in Indianapolis, 
Ind., died Feb. 19. 

Edwin B. Jacobs, 73, retired presi- 
dent of the former D. Jacobs & 
Sons Co., Cincinnati wholesale 
jewelry firm, died Feb. 18. 

Ike Sandler, 71, for many years an 
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associate of Weber’s Jewelers in 
Fort Worth, Tex., died in Febru- 
ary. 

Charles Mann, 76, retired jeweler 
in Beaver Falls, Pa., died re- 
cently. 

Augustin T. Lambert, 79, owner 
of the former Durgin’s Jewelry in 
Worcester, Mass., died in Febru- 
ary. 

George Blakeslee, 89, 
the first jewelry store in Tonopah, 
Nev., during the mining boom, 
died Jan. 31. 
C. O. Kell, 74, 
jeweler for 50 
lowa, died Feb. 6. 

David G. Anderson, 61, a member 
of the Washington, D. C., firm of 
Anderson Bros., Inc., died in Feb- 
ruary. 

W. B. Curtis, 78, Arkansas City, 
Ark., jeweler for more than 50 
years, died Feb. 2. 
Gus Elias, sales 
for many years of C. J. Fox Co. 
in Providence, R. I., died in Feb- 
ruary. 

E. A. Taylor, 82, who retired from 
the jewelry business in 1950 after 
operating for 55 years in Los An- 


owner of 


watchmaker and 


years in Tama, 


representative 


geles, died Jan. 16. 

Edward L. Tremblay, 71, watch- 
maker in Colville, Wash., for the 
past 55 years, died Feb. 4. 

Bryant H. Bishop, Sr., 64, credit 
sales manager for Weisfield’s, 
Inc., Portland, Ore., died Jan. 7. 
William Martin, 65, who had been 
a jewelry salesman in Chicago 
for over 30 years, died in Febru- 
ary. He traveled for the Hadley 
Co. division of Elgin Watch Co. 
for 10 years. 

John Schneider, 76, retail jeweler 
at O’Fallon, Ill., died in January. 
He had been in business in O’Fal- 
lon since 1908. 

Harry J. Iglow, 65 partner with 
his wife, Rosalie, in Wolf’s 
Jewelry at 4102 W. Madison SBt., 
Chicago, died in February. 
Vincent S. Mulford, 87, one-time 
owner of Jewelers’ Circular maga- 
zine, before it was merged with 
the Keystone magazine as JC-K, 
died Feb. 17. Mulford began as a 
salesman for Jewelers’ Circular, of 
which his father had been man- 
ager. Ultimately, he bought the 
magazine, and published it until 
1927, when he sold it to United 
Publishers Corp., predecessor of 
Chilton Publishing Co. 
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Coming Events 


ae ee ee oe | 
2-5—American Gem Society annual 
conclave, Statler-Hilton Hotel, Bos- 
ton, 

23-May 3—Swiss Industries Fair, 
Basel, Switzerland. 

23-24—Arkansas RJA annual con- 
vention, Marion Hotel, Little Rock. 

24-May 3—Hanover Fair, Hanover, 
Germany. 

24-25—New York State RJA an- 
nual convention, Hotel Statler Hilton, 
Buffalo. 

24-25 — Alabama Retail Jewelers 
Association annual convention, 
Thomas Jefferson Hotel, Birmingham. 

24-26 — Florida RJA annual con- 
vention, Tampa. 

29—Diamond Peacock Club annual 
banquet, Statler Hotel, Boston. 

30-May 1—North Carolina RJA an- 
nual convention, Raleigh. 


MA Y 

4-14—-U. S. World Trade Fair, Colli- 
seum, New York. 

6-15—United Jewelry Show (fall), 
Sheraton-Biltmore Hotel, Providence, 
ae 

8—South Carolina RJA annual con- 
vention, Myrtle Beach. 

15-16—Wisconsin RJA annual con- 
vention, Kenosha Elks Club, Kenosha. 

15-20—-New York Stationery Show, 
Hotel New Yorker. 

20-22—Tennessee Watchmakers and 
Jewelers Association convention, Pat- 
ten Hotel, Chattanooga. 

20-22—_W atchmakers 
Hotel, Chattanooga. 

28-31 — Watch Material Distribu- 
tors Association of America 14th an- 
nual convention, Hotel, 


New York. 


Fair, Patten 


» » ? 
Loosevelt 


JI UN E 

1-3—National Wholesale Jewelers 
Association annual convention, Edge- 
water Beach Hotel, Chicago. 
7-8—Educational Jewelry Manufac- 
turers Association annual convention, 
Chicago. 

10-26—Federation of British Indus- 
tries Fair, Coliseum, New York. 

14—-Providence Jewelers Club an- 
nual clambake, Francis Farm, Reho- 
both, Mass. 

17-20—American Watchmakers In- 
stitute premiere convention, Morrison 
Hotel, Chicago. 

19-21—Vermont RJA annual con- 
vention, The Lodge, Stowe. 

20-July 5—Chicago International 
Trade Fair, Navy Pier. 

25-27—New Hampshire 


RJA an- 


nual convention, 
Pike, 

96-July 1—New York Lamp and 
Home Furnishing Accessories Show, 
Hotel New Yorker and Trade Show 
Building. 


Lake Tarleton Club, 


_-e Ss 

17-20-—Southern Jewelry Travelers 
Association annual convention, Henry 
Grady Hotel, Atlanta, Ga. 

17-21—Retail Jewelers of America 
midwest convention and trade show, 
Morrison Hotel, Chicago. 

17-22—-Los Angeles summer 
ket, Western Merchandise Mart. 

94-27-—Washineton Gift Show, Ho- 
tel Willard. 

31-August 11—Chicago Gift Show, 
LaSalle Hotel and Palmer House. 


AU GUS T 

7-10—San Francisco China, Glass, 
Gift, Jewelry and Stationery Show, 
Brooks Hall, Sheraton Palace, St. 
Francis and Sir Francis Drake Hotels 
and Western Merchandise Mart. 

14-17—Portland Gift Show, Public 
Auditorium and Plaza Hotel, Port- 
land, Ore. 

14-18—Retail Jewelers of America, 
Inec., annual convention and _ trade 
show, Waldorf-Astoria Hotel, New 
Y ork, 

19—Jewelry Industry Tax Commit- 
tee annual meeting, Waldorf-Astoria 
Hotel. New York. 

21-23—Detroit Jewelry Show, Stat- 
ler-Hilton Hotel. 

21-24—-Seattle Gift Show, New Na- 
tional Guard Armory, Olympic and 
New Washington Hotels and Terminal! 
Sales Building, Seattle, Wash. 

91-26—-New York Gift Show, Hotel 
New Yorker and Trade Show Build- 
ing. 
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mar- 


2 Retail Jewelers of America 
Pacific Jewelry Show, Biltmore Hotel, 
Los Angeles. 

28.-30—Spokane Gift Show, Daven- 
port Hotel, Spokane, Wash. 


. £8. t. 8 =. @ 

3—Tola Tumbleweeds fall meeting, 
Hotel Adolphus, Dallas, Tex. 

3—Texas Jewelers Association an- 
nual convention, Hotel Adolphus, Dal- 
las, Tex. 

4-6—Ohio RJA regional convention 
and jewelry show, Netherland-Hilton 
llotel, Cincinnati. 

4-8—Allied Gift and Jewelry Show, 
Hotel Adolphus, Dallas, Tex. 

11-15— Boston Gift Show, Hotel 
Statler and First Corps Armory. 

17-18—Horological Association of 
Iowa annual convention, Hotel Roose- 
velt. 

18 — Tola Tumbleweeds cocktail 
party, Baker Hotel, Dallas, Tex. 

18-21 — Denver Gift and Jewelry 
Show (fall), Hotel Albany. 

19—-Michigan Horological Associa- 
tion annual convention, Pantlind Ho- 
tel, Grand Rapids. 

24-26—Michigan Jewelers Associa- 
tion annual convention, Pantlind Ho- 
tel, Grand Rapids. 

25-27—Phoenix Gift and Jewelry 
Show, Hotel Westward Ho. 

25-28—Philadelphia Gift Show, Ho- 
te] Benjamin Franklin. 
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Keystone in 
dozen lots 


Silversafe 
$10.95 


No other product 
like it. The best 
and safest way 
to store silver... 
Prevents tarnish 
forever. 

Order today from 


REEVE & MITCHELL CO., INC. 
580 Fifth Ave. « New York 36, N. Y. 





MEANS IT 


When Baldwin guarantees 
the quality of their expansion 
bands, Baidwin means it. 
Any band returned as 
defective will be replaced 
at once, no questions 
asked. You can give 

yOur customers your 

own guarantee of 
complete satisfaction 
with a Baldwin Band 
—backed by an 
outstanding record 

of trouble-free 
performance, and 
Baldwin's 

no-nonsense 

replacement 

policy. 


BALDWIN BRACELET CORP. 
22 West 48th Street, N. Y. 36, N. Y. 








COLLEGE SEAL 
CHARMS 


A COMPLETE SELECTION 
OF SIZES AND SHAPES 
IN EVERY PRICE RANGE 


14K or Sterling 


The elegantly fashioned 
charms shown above are just 
4 examples of the compre- 
hensive line of College Seal 
Charms made by College 
Seal and Crest Company. 
Jewelers throughout the 
country have found from 
actual sales experience that 
this extensive and beauti- 
fully produced line really 
sells. Authentic crests for 
almost every 4 year accred- 
ited college are to be had in 
a variety of sizes and de- 
signs. And, for added sales, 
there is a wide price range 
to fit every pocketbook. 


$7.50 to $29.00, 


retail 


Send for complete 
catalog. 


s 


COLLEGE SEAL & CREST CO. 


236 Broadway, Cambridge 39, Mass. 
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News of Personnel 








Bernard M. Berzon has been ap- 
pointed sales manager of the New 
Process Metals division of Ronson 
Metals Corp. He joined Ronson in 
1949, 


Joseph F. McInerney has been 
named merchandise manager for the 
silver-plated hollowware and _ brass 
gift-ware line of Gorham Mfg. Co. 
He has been with Gorham since last 
Year. 


Helbros Watch Co. has made two 
changes in its sales force: 

Wally Kerge has been named assis- 
tant sales manager of the firm. He 
has been with Helbros for almost six 
years. 

Irving C. Mensch has been appoint- 
ed a sales representative to cover part 
of the metropolitan New York area, 
southern New York state and western 
Connecticut. 


Bernard M. Berzon Joseph F. McInerney 


Wally Kerge Irving C. Mensch 
Ethel Kaufman Smith has joined 
International Pearl Corp., New York, 
as assistant to the president. She was 
formerly with Lohengrin Ring Co. 


Golden Shield Corp. announces five 
personnel changes: 

R. B. (Bart) Taggert has been 
named sales representative in the 
northern New York area. He was 
formerly with Sheaffer Pen Co. 

David L. Furman has been named 
to service accounts in the metropoli- 
tan New York area. He comes to 
Golden Shield by Sylvania from Schu- 
man & Donchi. 

Harry Suskauer has been appointed 
to service accounts in South Carolina, 
Georgia and Florida. 

Bruce Cooper will represent Golden 


Shield in 
Nevada. 
Horace Spaulding has been appoint- 
ed product manager in charge of the 
firm’s line of appliances — Golden 
Shield by Hamilton Beach. He was 
formerly with Bulova Watch Co. 


. 


northern California and 


R. B. Taggert David L. Furman 


Harry Suskauer Bruce Cooper 


Horace Spaulding 


Bulova Watch Co. announces the 
appointment of five new regional sales 
managers: 

Jesse Henshel will cover metropoli- 
tan New York, and part of New York 
state, New Jersey, Connecticut, Maine, 
New Hampshire, Vermont, Rhode Is- 
land and Massachusetts. 

A. J. Goulpie will cover Florida, 
Georgia, Alabama, and North and 
South Carolina. 

Jack Epstein will cover Oregon, 
Washington, Northern California, 
Montana, Utah, Idaho, Wyoming, 
Colorado and part of Nevada. 

Norman Teguns will represent Bul- 
ova in Texas, Arkansas, Oklahoma, 
Arizona, New Mexico, Louisiana, 
Mississippi, Missouri and part of 
Tennessee. 

Julius Hochman will cover Pennsy]l- 
vania, part of New Jersey, Ohio, Vir- 
ginia, Maryland, Delaware, and the 
District of Columbia. 
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“Twist-O-Flex" gets new twist, 
Speidel gets “Photo-Flex Ident" 


For the 1960 graduation and anni- 
versary selling season, Speidel has de- 
veloped a new gift item—the “Photo- 
Flex Ident.” 

Designed as a combination of the 
‘“Photo-Ident” and the ‘“Twist-O- 
Flex’’ expansion band, the new brace- 
let will be introduced by Bill Cullen 
on Speidel’s “The Price is tight’”’ 
television program. It will also be 
promoted heavily during the pre- 
graduation selling weeks, the company 
Says. 

Price of the “Photo-Flex Ident” is 
$10.95 in stainless steel with sterling 
silver name plate, and $12.95 with 
gold filled Florentine finish. 

Contact your Speidel distributor. 


New jewelry cleaner is ideal 
gift item, says Waldorf store 


From New York’s Waldorf-Astoria 
Hotel, long a symbol of glittering 
society, comes a new glitter—Waldorf 
Jewelry Cleaner. 

Packaged and distributed by John- 
ston Jewels Ltd. (located in the main 
lobby of the hotel), the cleaner has 
been tested by jewelers and consumers 
throughout the country. Comments 
made by those who have used it range 
from “absolutely wonderful” to “the 
best I ever used.” 

The material is available in pack- 
ages containing 12 individual en- 
velopes of cleaner. Each “tea bag” 
is enough for one cleaning operation. 

Johnston Jewels claims that the 
cleaner is a suitable gift item, and 
says it has received about 100 orders 
from consumer customers for. six 
packages or more, for use as bridge 
prizes or incidental gifts. 

Price for a 
cleaner is $2 Keystone. 

Contact R. W. Johnston & Co., Ine.. 
Waldorf-Astoria Hotel, New York. 


box of 
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Gorham display takes second 
in international competition 


The window arrangement of Gor- 
ham silver at the Famous Barr store 
in St. Louis, chosen by the editors of 
Display World as “Display of the 
Month” for December, went on to 
take a top prize in the publication’s 
1959 international contest. 

Units in the window featured two 
upright panels, each supporting three 
circular shadow boxes for the display 
of a variety of sterling hollowware 
products. A smaller, separate unit 
with oval panels showed two Gorham 
flatware patterns — “Firelight” and 
“Secret Garden.” A circular frame, 
resembling an early American mirror, 
was used to carry Gorham’s national 
advertising theme of “The American 
Look.”’ 

Adrian Delsman, display director 
at Famous Barr, received the silver 
medal for second place in the china, 
glassware and silver classification in 
the international competition. In 
awarding the prize, Display World 
said that “The excellent taste of the 
manufacturer had a great deal to do 
with the success” of Mr. Delsman’s 
display. 


"Genderizing" will continue in 
Sheaffer's spring advertising 


Sixteen national magazines will be 
used by Sheaffer Pen Co. during April, 
May and June in a consumer adver- 
tising program which the firm says 
will be coordinated with the recent 
“senderized” marketing technique for 
men’s and women’s pens. 

A company spokesman said that 
separate and distinct campaigns are 
planned for men’s magazines, general 
magazines and the youth market 
media. 

Heavy emphasis will be placed on 
Sheaffer’s “PFM” (Pen for Men). It 
will be featured in True, Field & 
Stream, Sports Illustrated, National 
Geographic, Playboy and Esquire. 


Keepsake's wedding ring display 
features animated ring box 


Keepsake’s new wedding ring dis- 
play is aimed at the spring and sum- 
mer bridal season, and is available 
to all authorized Keepsake jewelers. 

Eye-catching feature of the display 
is a ring box, with matched Keepsake 
wedding set, that continuously opens 
and closes by itself. Color scheme in- 
cludes pink panel, with base and 
Keepsake oval in white. Tray and 
lettering are dark blue. 

Display is available with 10-set 
tray (WI160B-10) or 6-set tray 
(W160A-6) in foreground. Trays can 
be removed from the display for use 
in over-the-counter selling. 

Contact A. H. Pond Co., Ine., 
cuse, N. Y. 


Syra- 


National Bridal Service alters 
policy, will enroll non-members 


Ever since its founding seven years 
ago, the National Bridal Service has 
followed a rigid policy that required 
a firm to secure membership in the 
organization before it could avail it- 
self of any of the services of NBS. 

Since Jan. 1, 1960, however, NBS 
1as been offering its services to non- 
member firms, provided the firm en- 
rolls one or more employees in the 
National Bridal Service standard of 
excellence educational course for 
bridal consultants. 

With the initiation of this relaxed 
policy, an interested firm can par- 
ticipate in a wide range of services 
offered by NBS, without acquiring 
membership. 

The standard of excellence course 
will be administered to non-member 
firms by a new division of NBS known 
as “‘The Retail Personnel Development 
Institute.” 

Membership and all its privileges 
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and benefits will continue to be ad- 
ministered by NBS. As in the past, 
no enrollments will be accepted from 
cities in which there is currently a 
franchised member. 

Contact National Bridal Service, 
Inec., 331 Peachtree St., N.E., Atlanta, 
Ga. 


Ten-inch bowls can be engraved 
using New Hermes holding unit 


A new device just perfected and 
released by New Hermes makes it 
possible to engrave a 10-inch Revere 
bowl—on the same machine used for 
engraving the smallest charms. 

The unit is self-contained, and is 
lesigned to fit the New Hermes model 
“OTX-Super”’ engraving machine. 
Two supplementary hooks fastened 


ee 


ee as 


. 


the base provide 
firm support during the engraving 
process. 
Price for the holder is $79.50, f.o.b. 
‘tory. 
‘ontact Henry Susskind, New Her- 
Engraving Machine Corp., 154 
14th St., New York. 


“See the Difference" display 
offered by Swiss watchmakers 
quality 
watch campaign launched by the 
Watchmakers of Switzerland has been 
bolstered by the introduction of a new 
display piece. Unit is a refinement of 
the easel card display used in last 
fall’s vacation contest promotion. 

Purpose of the display is to enable 
jewelers to show the actual movements 
of a quality watch and a cheap watch 
side by side, in order to demonstrate 
the contrast to customers. 

Made of mahogany-finished wood 
and plastic, the unit has space for the 
to attach a quality watch and 
cheap watch, both taken from his own 
stock. With the movements bared, the 
difference in workmanship between the 
two grades of watches becomes appar- 
ent even to the casual observer. Let- 
tering on base of the display identifies 
each timepiece, along with the addi- 
tional wording: “See the Inside Differ- 
ence.” 

Also available, for use in conjunc- 
tion with the display, are quantities 
of the 4-page booklet, Why a Quality 


The “See the Difference” 
s 


7 
jeweler 
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Watch Gives You More Value for 
Your Money. Display card, picturing 
a watch movement and identifying the 
store as “quality watch headquarters,” 
is also being shipped with the unit. 

To supplement the impact of the 
display and in-store literature, the 
Watchmakers of Switzerland is fur- 
nishing newspaper mats in varying 
column sizes. 

The entire program is rounded out 
by commercials on Dave Garroway’s 
“Today” show, plus a strong concen- 
tration of radio spot advertising. 

Jewelers who do not receive a dis- 
play by May 15 are advised to con- 
tact the Watchmakers of Switzerland, 
Suite 1105, 730 Fifth Ave., New York. 


Princess doesn't duck spring 
theme, brings out new display 

“Springtime is Princess Diamond 
Ring-time,”’ proclaims the new dis- 
play fixture from S. H. Clausin, 
creator and distributor of the Prin- 
cess diamond ring line. 

The display holds three ring boxes, 
and features two toy ducks decked 
out as bride and groom. Spring motif 


heightened arrangement of 
branches and flowers twining around 
the copy board. Two boxes are sus- 
pended in the foliage, while the other 
rests next to the bridal pair. 

Contact S. H. Clausin & Co.., 1] 
N. 12th St., Minneapolis, Minn. 


Bulova returns to radio, will 
increase magazine advertising 

It’s “B-U-L-O-V-A, Bulova Watch 
Time” once again, as Bulova stages 
a revival of the company’s radio spot 
announcements that were familiar to 
listeners between 1926 and 1949. 

The return of this announcement 
is just a part of Bulova’s advertising 
plans for 1960. Also included in the 
program are ads in Life, Look, Satur- 
day Evening Post, Reader’s Digest 
and Ebony, plus coverage in Sunday 
newspaper supplements. The firm 
plans to cover the teen-age market 
through Seventeen, Scholastic Roto 
and Senior Scholastic. 

This heavy use of print media for 
advertising marks a departure from 
Sulova’s recent policy. Previously, ad 


effort had been concentrated on tele- 
vision. Bulova says that the use of 
print will present the sales story “in 
a manner that can be studied and ab- 
sorbed.”’ 

In commenting on the radio spots, 
a Bulova spokesman said they will 
provide a great opportunity for local 
dealer tie-ins. 


Golden Shield will pay half of 
local dealers’ advertising 

A new cooperative advertising pro- 
vram for credit jewelers has been an- 
nounced by Golden Shield Corp., 
producer of the “Golden Shield by 
Sylvania” line of radio and stereo- 
phonic products, 

Featured in the plan is a Golden 
Shield-dealer 50-50 participation in 
newspapers, television and 
catalogues. 

To supplement this program, deal- 


radio, 


ers may also make use of Golden 
Shield’s individualized mat and dealer 
aid service. 

Contact the advertising department 
of Golden Shield Corp., Great Neck, 
N. XY. 


“Bandstand” by Kreisler shows 
23 bands, holds 40 in reserve 


Kreisler says that its new rotating 
watchband display 1S actually WO 
displays in one. 

Called 
tures a rotating 3-sided showcase that 
holds 23 bands. Attached to the right 
of the display is a rectangular reserve 
unit that houses 40 bands. This sec- 


tion is topped with a blue velvet 


(- , P ] ‘* , : tf P 
sanastand., tne unit ita 


play pad. 
Unit is constructed 
black and gold wroug! 


avaliable at no charge 





chase of any 50 Kreisler watchbands 
(except “Tobys” and “Silk Cords’’) 
not included in any other display 
package purchase, 

Contact advertising department, 
Jacques Kreisler Mfg. Corp., North 
Jergen, N. J. 





“That was no lady, it was my 
Gruen watch," says Tony Curtis 


Moviegoers who _ look closely at 


Tony Curtis’ left wrist in the new 
Columbia Film production of “Who 


vm 


Was That Lady?” will notice that 
the doe-eyed actor is wearing a Gruen 
watch. For those who don’t look 


closely, a special insert in the film 


fi 
will focus directly on the watch for 
positive identification. 

This is all part of Gruen’s ex- 
panded 1960 program of coverage in 
radio and motion pictures, 
planning to feature 
other high- 


television, 
The company is 
its watches in 
budget movie 
Another aspect of the 
contest tie-ups with leading consumer 
products has 


motion. 


se veral 
program— 


already been set in 


Gemex has cord attachment kits 
in a variety of assortments 


»>now avalliabDie Irom 


Each kit contains all parts required 
to assemble and attach one dozen 
ladies’ cord watchbands. Kits may be 
obtained with ratchet buckles or 
safety center catches—all with slides 
and cords of either nylon or suede. 

Contact Gemex Corp., 1200 Com- 
merce Ave., Union, N. J. 


Corporation formed to aid in 
merchandising diamonds 


The Diamond Dealers of 
a new merchandising corporation, has 
been formed with headquarters in 
Pittsburgh. 

It is claimed that the organization’s 


America, 
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program has been tested by several 
retail jewelers, and found to “greatly 
increase diamond sales in all types 
of diamond merchandise.” 

Operation of the plan is said to be 
very simple. Purpose is to introduce 
the idea of diamond-buying to every 
customer who makes a non-diamond 


purchase. 

Plan is available only on exclusive 
franchise basis, thus assuring a 
jeweler in a given area that he will 
be given no competition by other mer- 
chants subscribing to the program. 

Contact Diamond Dealers of Amer- 
ica, Ine., 600 Plaza Building, Pitts- 
burgh, Pa. 


Five Columbia ring boxes circle 
flashing diamond in new display 


Light and motion are combined in 
this new “Sunburst” diamond display 
available to all Columbia diamond 
ring dealers. 

Five ring boxes revolve around the 
central diamond. I|Ilashing light 
2manates from the diamond. In keep- 


; . . 1 ’ a 
witn the bridal motlt, 


the unit features a bride 
bridesmalds. 

Contact display department, Colum- 
bia Diamond Rings, 134-20 Jamaica 


Ave... Jamaica. N. Y. 


April Seventeen” gives boost 
to fine jewelry for teen-agers 

The Apru issue of Sv 
teen-age girls a look at 
‘“iewelry to hope for . or hint for.” 

The article, titled “‘A Golden Trea- 
sury,’” promotes fine jewelry ranging 


enteen mMmaLra- 


Zine pives 


in price from $4.50 to $95. 

Included are suggestions for pearls, 
semi-precious and_ precious 
Featured as il- 
are 22 items from 11 
manufacturers. Items range from 
watches and bangles to bracelets and 


gold, 
stones. and watches. 
lustrations 


dangles. 


A. Cohen & Sons sends new 
Corning Ware line into orbit 


“The hottest housewares line in 
America” is what the president of A. 
Cohen & Sons says about the firm’s 
line of Corning Ware products made 
of “Pyroceram.” (This is said to be 
the much-talked-of material, impervi- 
ous to heat and cold, which was de- 
veloped for guided missile nose 
cones, } 

Items made of this new material 
guaranteed 


temperature 


are unconditionally 
against breakage fr ry) 
extremes 

A. Cohen & Sons claims to be the 
only national distributor to offer this 
line to the jewelry industry, and says 
it has received many initial orders 
from jewelers throughout the country. 

Contact A. Cohen & Sons Corp., 27 


W. 23rd St., New York. 


Forstner uses rhinestones in 
creating “Drops from Heaven" 
To bolster its , 


campaign, Forstner has intro- 


“Super Sales for 
Sixty” 
duced a line of floating 
pendants. 

Called “Drops from 
new pendants are available in 


Heaven,” 


sizes, mounted in either sterling silver 
or 12K gold filled. 

A display unit and window streamer 
are offered free of charge. All pen- 
dants are gift packaged. 

Promotion of “Drops from Heaven” 
will be similar to that used last year 
for Forstner’s “Angel Pins.” 

Contact your Forstner distributor 
or Forstner, Inc., 646 Nye Ave., 
Irvington, N. J. 





Jack Paar is mainspring of 
Elgin's April TV spectacular 


Jack Paar, ofttime television per- 
former, has signed to star in a full- 
hour spectacular sponsored by Elgin 
National Watch Co. 

Discussing plans for the show are 
(left to right) Carl von Ammon, ac- 
count executive for J. Walter Thomp- 


son, William E. Koch, marketing vice- 
president of Elgin’s watch division; 
Paar and S. D. Moorman, vice-presi- 
dent and general manager of the 
firm’s watch division. 

To be seen over NBC on April 26, 
the show will run from 10 to 11 P. M., 
and will be under the complete super- 
vision of Paar. 

In making the announcement, Elgin 
said the decision to participate in an 
hour-long Paar program was made on 
the basis of the firm’s “extreme satis- 
faction with the Elgin commercials on 
Paar’s ‘Tonight’ show.” 

Paar’s February threat to leave the 
“Tonight” show will have no effect on 
his relations with Elgin, the firm 
says. In fact, Elgin is planning two 
additional Paar spectaculars for next 
fall. 

Perhaps it took a watch company 
to figure out what makes Jack Paar 


tick. 


Automatic for men and women 
featured in Piaget ad drive 


Piaget Watch Corp. has initiated a 
new campaign of national magazine 
advertising in Town and Country, 
Social Spectator and The New Yorker. 
Featured in the ads is the firm’s 
ultra-thin automatic, which is said 
to be the only such model in the world 
designed for both men and women. 


Howard Miller has wall or floor 
displays for built-in clocks 


Howard Miller Clock Co. reports 
that its new displays for built-in wal] 
clocks are very effective in promoting 
and selling these items. 

The wall display piece has a white 
enamel wood frame, and shows six 
built-in wall clocks against multi- 
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colored backgrounds. Clocks can be 
removed from the display and re- 
placed with other models in stock. 
Display can also be used on the 
counter. It measures 24 in. high, 
in. wide and 3 in. deep. 

The floor display is fashioned 
steel, finished in black enamel. 
holds eight clocks, plus one model dis- 
played on the top shelf. The stand 
is 38 in. high, 14 in. wide and 12 in. 
deep. 

Either display is available free of 
charge with the purchase of 24 built- 
in clocks. 

Contact Howard Miller Clock Co., 
Zeeland, Mich. 


Anson will give demonstrator 
with "Key Protector” units 


Oe md 
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With the purchase of all “Key Pro- 
tector” units this spring, Anson is 
offering a free demonstrator display 
(765) which allows the jeweler to 
demonstrate the action of the Anson 
“Twin-Lock” feature. It is also pos- 
sible for customers to try the demon- 
stration themselves. 

Any ‘‘Key Protector’’ can be 
mounted on the unit. 

Contact your Anson distributor. 


Guide to choosing stopwatches 
included in Heuer catalogue 


Heuer Timer Corp. is offering a 
new 16-page catalogue that shows 66 
of the firm’s stopwatch styles (with 
Included is a guide to 
the proper selection of manual tim- 
ing devices and chronographs. 

The stopwatches shown in the cata- 
logue are called the “Century Timer” 
line, in honor of Heuer’s coming one- 


accessories ). 


hundredth anniversary. In addition 
to the familiar 60 seconds per revolu- 
tion models, the line includes models 
geared for 100, 36, 30, 10, 6, 3.6 and 
3 seconds per revolution. 

Copies of the catalogue are avail- 
without charge from Heuer Timer 
Corp., 441 Lexington Ave., New York. 


Box designs mark new approach 
to merchandising, Hamilton says 


Hamilton Watch Co. has designed 
a new box style for “Thin-o-matic” 
and “Thinline,” latest in the firm’s 
line of ultra-thin watches. 

The new thin boxes represent what 
Hamilton calls its new approach to 
product merchandising—special atten- 


tion-getting packages to promote seg 
ments of the company’s line of 
watches. They are also designed as 
displays for those segments of the 
Hamilton line that feature two attach- 
ments. 

An added feature of the new box 
design, Hamilton says, is the easily 
removable pad for use as a separate 
dealer display item. 


"Presentation Sets" by Parker 
shown in new plastic display 


The new permanent counter display 
offered by Parker Pen Co. features 
a clear plastic cylinder that shows 


Parker’s “Presentation Sets” con- 
sisting of a nib pen, matching ball- 
point, and a mechanical pencil. 

A small hidden latch makes the 
display pilfer-proof, while at the same 
time maximum product visibility is 
offered. Latch can be easily lifted by 
clerk. 





Tie-Tie's 1960 wrapping line 

features almost 200 designs 
The Tie-Tie division of Chicago 

Printed String Co. reports that its 


new 1960 line of everyday wrapping 
paper features “a resurgence of the 
elegant and traditional in design.” 

Included in the new line are “Reign- 
ing Beauty,” featuring a rose motif 
on a silver and white background, 
“Happy Birthday” and a _ building 
block design. 

There are almost 200 papers in the 
line, which is supplemented by “Satin- 
tone” ribbon designs in 30 colors. 


International's church goods 
line shown by new sales force 


International Silver Co. has an- 
nounced the formation of a newly 
organized sales force to handle the 
firm’s line of ecclesiastical ware. 
Men on this force will call on estab- 
lished church goods supply houses and 
International Silver dealers who han- 
dle this line. 

Special orientation meetings have 
been held to familiarize the salesmen 
with background information on the 
varied designs of chalices, ciboria and 
other altar appointments for all de- 
nominations. 

For further information, contact 
ecclesiastical division, International] 
Silver Co., Meriden, Conn. 


Palladium necklace clasps from 
Honora feature new safety lock 


A new line of palladium necklace 
clasps is now available from Honora 
Jewelry Co. Line consists of 12 styles, 
and features the use of diamonds and 
black and white pearls. 

The company says the line is high- 
lighted by a unique safety lock that 
is concealed as an integral part of 
the clasp design. In addition, clasps 
feature a dangling diamond pendant. 

Prices start at approximately $140 
Keystone. 

Contact Honora Jewelry Co., 42 W. 
48th St., New York. 


New American facility to show 
line of Westerstrand clocks 


A. B. Westerstrand & Soner of 
Toreboda, Sweden, known for fifty 
years as one of the leading clock- 
makers in Europe, has opened a new 
showroom in New York. The facility, 
directed by L. David Borgen, operates 
under the name of Westerstrand In- 
ternational Co. 

Westerstrand specializes in pen- 
dulum wall clocks which feature 
Swedish wood sculpture. Clock cases, 
modeled after French designs, are 
made of linden wood from the forests 
of Sweden. 

The showroom is located at 8 Bridge 
St.,. New York. 


Transistors featured in new 
low-cost cleaner from Narda 


Narda Ultrasonics has announced 
the introduction of what it calls “the 
world’s first transistorized ultrasonic 
cleaner.” 

The new model, called “‘UniBlast,” 
is designed for the mass consumer 
market as well as for the jewelry and 
allied industries. It sells for less than 
$100. 

The company says the new unit is 
especially suited to the needs of 
jewelry stores, and that it can be 
safely used to clean gems and delicate 
watch parts. 

Contact Narda Ultrasonics Corp., 
625 Main St., Westbury, L. I., N. Y. 
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~eplave fracelet 


Me co < shee ormnamenls 


There’s no end to the vast variety of outmoded and worn-out jewelry, 


spectacle frames, watch cases, accessories and household items that con- 


tain valuable old gold, silver and platinum... And there is no finer refiner 


than Goldsmith Bros. to value your accumulations. Smart jewelers know 


Goldsmith service. It is dependable, returns are prompt, and checks 


please. Ship anything that contains precious metal—and include sweeps, 
polishings, etc. More than 90 years of service to jewelers, the proper 


equipment and a staff that has the know-how to use it is your assur- 


ance of complete satisfaction. 


111 N. Wabash Ave., Chicago 2, Ill. 


DIVISION OF NATIONA*.. LEAD CO. 


74 W. 46th St., New York 36, N. Y. 








Figure 3. Gnat’s eye view of main train wheel (formerly the center 
wheel) B, third pinion C, third wheel D, and coupling wheel E. 
Friction is gained by a nick on the back tube at E at arrow point. 
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Figure 2. Diagram of new train arrange- 
ment, showing action of various components. 


® IN THE PAST when a movement was in the 
planning stage, the designer attempting some- 


thing new was compelled to stay within certain 


limitations. 

The center of the movement had to have the 
center wheel. The fourth wheel was either on 
line with the pendant position through the center 
wheel or at right angles to the pendant position, 
depending on whether the watch was to be an 
open-faced watch, a hunting watch, wrist watch 
with round movement, or a rectangular wrist 
watch movement. Thus the barrel size was limited 
to the radius of the movement minus the pitch 
radius of the center pinion with which it had 
to mesh. 

The size of the escapement and, of course, the 
diameter of the balance wheel were also in many 
ways limited by the position of the center wheel. 

Figure 1. Train bridge side of new Longines When sweep seconds watches became popular, 
caeae aed ae pe enna pro the same arrangement prevailed but this, too, 
complicated the driving of an extra wheel atop 


longer centrally located. It moves to a posi- ; rae ; sed 
tion near the click. the third pinion pivot and an additional fourth 


EWELERS' CIRCULAR-KEYSTONE, APRIL 1960 


j 





by HENRY B. FRIED 


JC-K Horological Consultant 


concept in watch trains 


The center wheel gives up its traditional place to the seconds hand 


pinion in watches with sweep second hands such as the Longines 280 


pinion and pivot running through a hollow center 
post. Sometimes the post was thickened to pro- 
vide an adequate bearing for the sweep center 
pinion, and the center pinion was also made 
heavier in some cases. This further reduced the 
available radius area for the barrel which re- 
quired not only a stronger spring to drive the 
extra wheel and pinion but a large barrel to 
accommodate a spring with the same running 
time. 


Hours to Minutes to Seconds 

The advent of the sweep seconds watch had 
another very important effect. It made the wearer 
more conscious of the large, eye-catching seconds 
hand which now could be seen more easily than 
the traditional seconds dial whose tiny hand, 
small as it was, was thick enough to cover three 
or four seconds marks. The sweep second hand 
caused the wearer to be more conscious of the 
seconds than he had been previously and made 
the demand for more accurate watches telling 


more precise time. As the hour hand lost impor- 
tance to the minute in the late 1600’s, now the 
seconds hand pushed ahead of the minute hand 
in importance. Accuracy in minutes in jeweled 
lever watches being taken for granted, the de- 
signer of a small watch now had to concern him- 
self with the design of the entire movement so 
that the seconds hand would be prominent. 

The term “indirect sweep seconds” denotes the 
type of movement in which the third pinion has 
an extended upper pivot. On this pivot is mounted 
a duplicate of the third wheel below the train 
bridge. While the lower third wheel enmeshes 
with a fourth pinion placed on line with, or at 
right angles to, a line drawn from the stem 
through the center wheel, the upper third wheel 
enmeshes with another fourth pinion which rides 
inside the center pinion. Thus it is actually pos- 
sible to have two seconds hands on the same 
watch. One in the traditional place at the figure 
5 or 6 and another sweeping across the dial from 
the center of the watch. Because the center sec- 
onds hand was indirectly driven, it had a great 
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deal of backlash and this required a drag spring 
or friction spring. This in turn placed an addi- 
tional burden on the mainspring. 

The term “direct sweep seconds” denotes that 
type of arrangement which is used on practically 
all wrist watches featuring a center seconds 
hand. Here the fourth wheel is planted directly 
in the center of the watch through the hollow 
center post. The third wheel pinion is driven by 
the center wheel. The third wheel is placed over 
the pinion, and this enmeshes with the fourth 
pinion whose bearing is at both ends of the hol- 
low center arbor-pinion. The escape wheel is then 
brought nearer to the center of the movement so 
that it can be driven by the centrally located 
fourth pinion. This arrangement is far superior 
to the indirect method with its extra wheel and 
pinion. However, it requires that the train, in- 
stead of being spread through the area of the 
movement be built up in layers similar to the 
dial train (cannon pinion, hour wheel connec- 
tions) and thus makes the movement thicker. If 
the movement uses the same system but strives 
for thinness and a streamlined effect, very thin 
supplementary bridge and thin jeweling are re- 
quired with the attending delicateness of adjust- 
ment and accuracy or with a sacrifice of sturdi- 
ness. 


Center Wheel Moves Out 

The new concept in train design thus evolved 
from the need for the sweep second hand that 
was prominent but did not have backlash and a 
good jewel bearing support that would not make 
a watch thicker. This latter requirement was 
especially important if the additional height re- 
quired by a self-winding arrangement had to 
be considered. As a result, the horological engi- 
neer arrived at the solution by moving the center 
wheel out of its centuries old position and re- 
placing it with the seconds hand pinion (the 
fourth wheel and pinion). This new idea is 
exemplified in the Longines 280 (Jamboree) 
model. 

Figure 1 shows the movement as viewed from 
the train bridge side. The fourth wheel is placed 
in the center of the watch. The barrel drives the 
main train wheel, no longer called the center 
wheel but having the same driving position in 
the train of wheels. In Figure 1, this can be 
observed as having the thickest pivot closest to 
the click. 

The advantage is that the fourth wheel arbor, 
being very thin and having no interfering teeth 
(its pinion being planted above) allows the bar- 
rel to be larger and almost the full radius of 
the movement. The balance is likewise benefited. 

Figure 2 is a diagram of the train layout. A is 
the barrel. B is the main train wheel whose 
pinion is driven by the barrel A. The wheel B 


, 
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enmeshes with the lower part of the third pinion 
C. Attached to the upper part of the third pinion 
is the third wheel D. This wheel drives the 
fourth pinion attached to the under part of the 
fourth wheel J. The thin arbor of / shown in 
this view permits the barrel to be larger. Com- 
pare this thickness with that of the main wheel's 
pinion of B. The fourth wheel then drives the 
escape pinion and the escapement. 

Now, observe how the dial train and hands are 
driven. The main train wheel B, aside from driv- 
ing the third pinion C and its upper third wheel 
D, also is enmeshed with the coupling (dial train) 
wheel EF. This coupling wheel is clutch tight fast- 
ened to the cannon pinion F’. The cannon pinion F’ 
engages the minute wheel G whose pinion turns 
the hour wheel H. 

The cannon pinion itself is not frictioned to a 
post as in the traditional train layouts but rides 
idly over a hollow tube which is solidly affixed 
to the movement. The fourth (center-second) 
wheel and arbor goes through this hollow post 
which is jeweled and emerges above the cannon 
pinion to enable it to hold a sweep seconds hand. 

To better understand the dial train connection 
and friction, refer to Figure 3. The main train 
wheel B drives the third pinion C. This third 
pinion also engages the coupling wheel EF. The 
purpose of this coupling wheel is to connect the 
going train with the dial train. Actually, the 
wheel B (Figures 2 and 3) and the wheel F have 
the same number of teeth which are designed to 
permit them to turn one revolution an hour. Since 
the cannon pinion F is attached to the coupling 
wheel EL, it too turns at this rate. 

The cannon pinion F' has no friction itself, but 
instead the coupling wheel is friction fitted onto 
the back extension of the cannon pinion. Note 
that the back of the cannon pinion extension has 
a neck-groove. The coupling wheel tube is pinched 
at this point, shown by the arrow (Figure 3). 
This causes it to grip the cannon pinion friction 
tight. Therefore, as the coupling wheel is turned 
by the third pinion, it carries along with it the 
cannon pinion and the remainder of the dial train. 

Should it be necessary to set the hands, the 
cannon pinion would then be turned by the set- 
ting wheels in the usual way. The cannon pinion 
would then twist within the coupling wheel tube. 
If the friction needs renewing, merely nick the 
coupling wheel tube at the point shown by the 
arrow, Just as you would a cannon pinion on an 
ordinary watch. However, never indent the can- 
non pinion as this must ride smoothly and freely 
upon the hollow post of the movement. It need 
not be necessary to nick both sides of the coupling 
tube as an indent on one side is sufficient. 

Do not attempt to separate the cannon pinion 


from the coupling wheel as they do not snap to- 
( please turn to page 159) 
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NEW HOME 
OF THE 


Master 


| ORDERS for machines in the new 
WatchMaster Line, plus the ever-growing 
demand for related products by industry 
and government have necessitated vastly 
increased facilities. 


In our new plant where production capa- 
city is nearly doubled, we are enabled to 
expand our research, development and 
manufacturing activities while improving 
our delivery schedules. 


In behalf of the Company, I extend sincere 
thanks to the jewelers and watchmakers of 
America for their confidence in our prod- 
ucts, policies and service, resulting in this 


expansion program. | 
nti — 
a 

Drum Watch-rate Recorders —— 

Tape Watch-rate Recorders 

Ultrasonic Watch Cleaners 


Ultrasonic Jewelry Cleaners 


Elimag, Demagnetizer A mevican lime Products Inc 
61-20 Woodside Avenue 
Woodside 4 /, N. } 








WORKSHOP 
QUESTIONS 


and ANSWERS 


SEEKS SCHOOL: I have been do- 
ing some watch repair work 
under the supervision of the 
watchmaker in the jewelry store 
where I am employed. I would 
like to become further educated 
in this field. Can you recom- 
mend any accredited watchmak- 
ing school in this area?—Gay’s 
Jewelry, Southbridge, Mass. 
Answer: There have been no 
schools in your vicinity since 
the Waltham school was closed 
about two years ago. I suggest 
that you read as many books on 
the practical side of watch re- 
pairing as you can. Follow the 
text closely and you should use 
every chapter of these books as 
a project which your watch- 
maker friend can_ supervise. 
This is very much like home- 
work but on a vocational basis. 
I would also suggest that you 
join the nearest local horologi- 
cal society as well as the new 
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American Watchmaker’s Insti- 
tute. You can do this by con- 
tacting Henry B. Smith of the 
Jewelers Service, 3 Eighth St., 
New Bedford, Mass. He is sec- 
retary of the Horological Socie- 
ty of Massachusetts, and he will 
help you meet other watchmak- 
ers and invite you to attend a 
meeting of their society where 
technical and practical discus- 
sions always take place. You 
may obtain a list of books from 
him, or, when a member, borrow 
from their library under the ad- 
vice of their officers. 


* * * 


QUERY MEDLEY: Is there a book 
or some reference place for find- 
ing out about old watches? Is 
there a company that could fur- 
nish cases for key-wound 
watches? Could you tell me 
about a 20 ligne watch, 19 jewel, 
stem-wound, lever-set, helical 
hairspring, chronometer escape- 
ment, marked Jules Grumbach 
and under the markings “‘Chaux 
De Fonds.’’—Shaffers Jewelers, 
Sharon, Pa. 

Answer: Two books are very 
good reference, though expen- 
sive, large volumes. They are 
Clock and Watchmakers of the 
World by Baille, and the 7th edi- 
tion of Old Clocks, Watches and 
Their Makers, by Britten. There 
is no company that furnishes 
cases for old movements since 
most of these cases were sold 
for their metallic worth, leav- 
ing the old movements bare. It 
is a rather expensive operation 
to have one especially made and 
should not be recommended un- 
less the movement is unusually 
rare and well worth the expense. 
However, a good watchmaker, 
conversant with lathe practice, 
should be able to convert or 
make an 18 size case fit. The 
watch you mention is quite fa- 
miliar. It was made in consider- 
able numbers from 1890 up to 
about 1910. Today, they are be- 
coming rare, and some watch- 
makers seek these out although 
they still refuse to pay a “‘good”’ 
price for them. Neither Baille 


nor Britten’s book will list 
makers later than 1850. 
* 

GERMAN CLOCKMAKERS: We 
make grandfather and grand- 
mother clocks and would like the 
names and addresses of German 
manufacturers or their agents 
in this line in the United States, 
not importers, we wish to buy 
direct from  factories.—Krog- 
lands Jewelers, Columbus, Ga. 

Answer: For German clock- 
makers, I recommend that you 
contact the following: The Ger- 
man-American Trade Promotion 
Office, 666 Fifth Ave., New 
York, N. Y.; The German Con- 
sulate General, 460 Park Ave., 
New York, N. Y. The above ad- 
dresses are supplied since most 
factories have agents here who 
act as their importers. Also, the 
Consulate here will sell you a 
Buyers Guide of the Clock and 
Allied Industries. 


* x * 


GOLD FRAME SOURCE: We note in 
your February issue an inquiry 
for karat gold picture frames. 
Your answer to this was that 
vou did not know of anyone that 
stocked these _ but 
where they might be made to 
order. We would like to eall 
your attention to the fact that 
we stock this item. We also 
make these in a variety of sizes 
and designs to special order.— 
Charles Gold & Co., New York, 
N. Y. 


suggested 


ok + 


TO LACQUER OR NOT: I would like 
to know whether you 
mend lacquering plates on a 
grandfather’s clock movement. 
Less than five vears ago, I set 
up a new Herschede grandfa- 
ther clock, and the oil appeared 
in good condition at that time. 
It should have been, because the 
clock movement had just come 
from the factory. I was called 
to repair this clock because it 
was stopping and found a black 
powdery substance around most 
of the pivots and the weight 
pulley bearings. I found that the 
plates had been lacquered and 


recom- 





Your skill 


CGCSCIVES 


the finest loupes 


Make sure your most useful tool—your loupes—live up to your own high standards of work- 
manship. Recognized as the standard of quality, Bausch & Lomb loupe lenses are composed 
of the finest quality precision ground ophthalmic glass. You have a choice of a complete range 
of focal lengths and magnifications in both regular loupes and eyeglass models. Eyeglass loupes 
fasten easily to any regular type metal or shell eyeglass temple. Order from you regular sup- 
plier. Write for folder I-52 containing description of the full line. Bausch & Lomb Optical Co.. 


Rochester ya N. Y. 


and the finest lou pes bear this name: 


BAUSCH& LOMB. \t/ 
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Truly 
W ater- 
proof 





Crown 
The “0” 


crown is round like a doughnut instead of being 
flat. Small point of contact makes watch easy 


ring washer in this newly designed 


to wind. As “‘O’’ ring wears, it springs out to 
keep a truly waterproof seal. The ‘0°’ Ring 
was developed during the war where it was used 
for crucial protection of instruments from water. 
Now you can use this superior Newall W.P. crown 


on watches you repair 


NEW REDUCED PRICES 
Made possible by increased sales and 
arge volume production. 
In 12-Bottle Leatherette Cabinets 
No. 120S—12 Stainless Steel Crowns $4.85 
No. 121Y—12 Newall Quality Yellow Crowns 4.85 
No. 122—12 Each Stainless & Yellow 8.40 
24 and 72 Bottle Cabinets also available 


ORDER FROM YOUR NEWALL JOBBER an 
Me 


me NEWALL umrcco. 





ACON watcu crown CO. 


50 Eldridge $?., New York 2,N. Y 
Manvutacturers of Gold Filled Crowns ; 
Complete line including woterproofls 
Sold through Wholesclers & jobbers 








N EW! TRIAL SIZE 


CLOCK LUBRICANT 
NOW AVAILABLE 
Y2 oz. Bottle 75¢ 
AT WHOLESALERS OR DIRECT 








WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 
BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 
Dept. C Peoria, Ill. 
Students may enroll af any time of the yeor 








the lacquer was peeling from 
these parts. I wrote to that 
company, and they said that 
they always lacquered their 
plates. I have never run into any 
such trouble with this com- 
pany’s clocks before although | 
repair many of them.—Harry 
teigh, Emporium, Pa. 


Answer: Most new clock 
movements are lacquered. Some 
of these are bright polished, us- 
ing a substance like tripoli or 
rouge. It is possible that the pol- 
ishing material was not thor- 
oughly removed before lacquer- 
ing. Lacquering is not the prac- 
tice of the general clock repair- 
er. The exception is in the clock 
movement where the works are 
exposed to view as in skeleton 
or domed clocks. In such cases, 
the plates are scrupulously 
scrubbed and the holes pegged 
out before and after polishing. 
During the lacquering, the pivot 
holes are plugged so that the 
lacquer does not enter them 
where it would be worn away by 
oil and friction. Some oils will 
attack lacquer. Also, a crystal- 
lization of the brass plates due 
to the combination of lacquer, 
oil and steel might be the origin 
of the powdery substance, al- 
though the first supposition 
seems to me more likely from 
my own experience. Make cer- 
tain that this powder did not 
wear the bushing holes. If it 
did, they must be rebushed. 


* * x 


PARTS FOR LATHE: Recently I 
picked up a watchmakers lathe 
with tailstock and slide rest and 
some chucks missing. The only 
identification I can find on this 
lathe is “Elson 2373.” I would 
like to find items mentioned 
above to fit this lathe. I have 
written to one firm in Chicago 
and one in New York, but had 
no reply. Can you help?—Joe 
F. Pitts Sr., Sharon, Tenn. 
Answer: Yes we can. The 
Elson lathe was a World War 
II product of the M. J. Lampert 
& Son Co., 352 4th Ave., New 


York. You may be able to buy 
missing parts by writing to 
them or to your local materia! 
jobber, telling him where the 
lathe originated. Actually, the 
“Elson” lathe was a standard 
product, using “WW _ Style’ 
chucks and attachments. 
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sales grow when you clean 
your customers’ jewelry the 
modern ultrasonic way with a 
HERMES SONIC. ultrasonic 
cleaner. Cleans your stock too. 
Only 8” total counter space. 


Hermes Sonic Corp 
13-19 University Place, New York 3 
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BOWMAN 
TECHNICAL SCHOOL 


Courses in Watchmaking, 
Engraving, Jewelry Repairing 
Yow con enter anytime. 
INDIVIDUAL INSTRUCTION 
Our graduates pass H.1.A. and stete examinc- 

tions and are In greet demand. 
Send for free Catalogue 
‘Your Futere & Our Scheel" Bowmen Bidg., Lancaster, Pe. 
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SWEEP SECOND 
HANDS by BOREL 


Assortments in 12 
ond 24 bottle 
cabinets 








Write for 
full information 
and free samples 


JULES BOREL & CO. 


1110 Grand Ave., Kansas City, Mo. 























Walch, Case Pifpaning 


We repair all types of cases, chrono- 
graphs and stainless, and make coil e 
springs for cases. We also sell used 
replacement movements. 
Write for Information 
BECKER-HECKMAN COMPANY 


29 Fast Madison Street Chicago 2, Illinois 











NEW WATCH TRAINS 

(continued from page 154) 

gether as in traditional watches. It is better to 
allow the cannon pinion and the coupling wheel 
to remain as one just as long as their clutch fit 


is satisfactory. 

Incidentally, the mainspring barrel of the 
Longines Jamboree (280) is sealed and should 
not be opened or taken apart. The mainspring 
is of the unbreakable type and has been treated 
with a permanent lubricant; it needs no attention 
from the watchmaker. Attempts to open the 
barrel will result in permanent damage to its 
accuracy. Should the mainspring be unsatisfac- 
tory, return the entire barrel to the makers. 


Dismantiing Procedure 

Because the train arrangement is different 
from other watches the dismantling and assem- 
bling methods will vary a little. To take the move- 
ment apart: 

Remove the dial and hands and hour wheel; 
do not attempt to remove the minute wheel and 
cannon pinion until after the train wheels have 
been removed. (Important: Release the main- 
spring gently); remove the pallet bridge and 
pallet; remove ratchet wheel and barrel bridge; 
remove barrel, but do not remove main train 
wheel before removing train wheel bridge; re- 
move train wheel bridge; remove fourth wheel 
(center-second wheel) and pinion, third wheel 
and pinion, escape wheel and pinion, barrel, main 
train wheel and pinion. To remove the cannon 
pinion-coupling wheel and setting wheels, turn 
movement over in dial up position and remove 
the cannon pinion plate which also houses the 
lower third pinion pivot (jewel) bearing. Lift 
out the cannon pinion. The coupling wheel is 
attached to it and should come out easily and 
freely. Remove the minute wheel and setting 
wheels. Do not attempt to remove the cannon 
pinion plate before releasing the mainspring 
power as this plate also houses the lower third 
pinion jewel bearing. 


Assembling Procedure 

Replace the setting wheels, the minute wheel 
and coupling wheel-cannon pinion. Replace the 
cover plate holding down these wheels. Turn 
movement over and replace the escape wheel, 
main train wheel, barrel and barrel bridge, 
escape wheel, and third wheel. Make certain that 
its pinion engages both the main train wheel and 
the coupling (dial train) wheel. Then remove 
fourth (center-second) wheel and train bridge 
and test. Replace ratchet wheel and test main- 
spring and train; replace pallet and bridge; test 
pallet action. Replace balance and bridge, then 
test. Replace hour wheel; replace dial and hands 
and check for proper hand clearance. Zee 


IDEAS THAT PAY 


@ Buck up: Clients of Holiday Jewelers, 
Boulder, Colo., understandably gaped not long 
ago when they spied sales help wearing dollar 
bills as boutonnieres. 

The buck on the bosom was part of a suc- 
cessful carrot-stick competition to pep up 
employee enthusiasm and multiple sales. 

The employee with the largest number of 
multiple sales in a given period got a mer- 


le + bun © 


chandise certificate worth $25 on anything in 
the store: That was the carrot. 

The stick was the dollar bill, worn by sales 
people every day until they made a multiple 
sale on that day. 

Customers went along with the gag and 
turned stick into carrot in many instances. 
“You’d be surprised how many added another 
trinket or two to their original purchase mere- 
ly to help the employee get rid of the tattle 
tale dollar bill,” proprietor Ed Trimble says. 


@ Dial-a-gift: Gift-giving can be made easy 
for harried business executives who can never 
find time for shopping. 

Cogburn’s Jewelers, of Panama City, Fla., 
helps out 200 well-to-do customers by keeping 
their personal calling cards on file. 

When one of them feels an attack of 
generosity coming on, all he has to do is 
telephone Cogburn’s, and the latter will send 
a gift and his card to whomever he specifies, 
charging the gift to his account. 

Many telephone givers rely on Cogburn’s 
to choose appropriate gifts, which are gift 
wrapped with card enclosed and dispatched 
within minutes of a call. 

Though the system has never been pro- 
moted, a constant stream of new clients add 
their calling cards to those in file. 

Not only does telephone giving result in- 
variably in the sale of higher priced mer- 
chandise, but the store’s gift volume “is much 
better, customers get better service, and far 
less time is required per sale,” a Cogburn’s 


spokesman says. 





KEY EXECUTIVE; top manager with 
largest Eastern chain for 17 years; 
$900,000 volume; also several years 


supervision of group stores; ad- 


RATES AND REGULATIONS New rates start with March 1960 Issue | dress, “F, 5708,” care of JC-K. 
Remittance in Advance TOP LEVEL MANAGER with large 
“SITUATION WANTED”—Regular type $3.00 first 25 words; addi- | chain organization for Ii years, 


: " seeking interest in business with 
tional words, 10 cents per word. Heavy type $8.00; addi- person that wishes semi-retirement; 


tional words 25 cents per word. address “L, 5709,” care of JC -K. 


“HELP WANTED’ —"LINES WANTED” —and “SIDE LINES"—Regular type $5.00 | JE WE ? Ee Rp. A-1. all around: desires fa 


iti Tr ) STtcneste irst rlass 
first 25 words; additional words 15 cents per word. Heavy tory work in Westchester; first cla 


workman, repairing, setting, engraving, 


type $8.00 first 25 words; additional words 25 cents per specials or modeling ; self-employed at 





ry ~“ 
present ° sdare cs -_ 5739 are QI 
t ; 


word. JC-K 


ALL OTHER HEADINGS— Regular type $9.00 first 25 words; addi- DIAMOND COUNTER SPECIALIST: 
e rom ome ma co < elasse eas . ISLé i] Le T) ro- 
tional words 25 cents per word. Heavy type $13.25 first 25 en eee Ses oie see eee 
words; additional words 30 cents per word. mission arrangement; Jersey resident 
finest verifiable references; address, 

oe . ° _ 5659." re of A) 4 

e Name, Address, Initials and Abbrevia- e Advertising matter addressed to classi- mm § a C-5 
fied advertisers will not be delivered. WATCHMAKER: 25 years’ experience at 
e Classified ad form closes 10th of the the bench; married; desires ps cent 
e If answers are to be forwarded, 20 cents month preceding date of issue. ms th ae ee oe ee willing 
e A box number when used in ad counts to pay first class salary for first class 
five words, that is, “Address #13, work : address, “D, 5752,” care of JC-K 
e No Agency Commission. care of J C-K.” 


In answering Box Numbers address envelope “Box —,’ care of Jewelers’ 


tions count as words. 


extra to cover postage must be enclosed. 


TE JEWELRY SALESM AN 
window man, ticket writer; 
handising aptitude creatine 
Circular-Keystone, unless otherwise instructed. In answering ads, do not enclose ecallv forceful newspaper 
original letters of recommendations. nents; five figure calibre; co 


JEWELERS’ CIRCULAR-KEYSTONE, CHESTNUT & 56TH STS., PHILADELPHIA 39, PA. a 








WATC HM, Ans R 39. married 2 

. . experience; fast worker very dress, “A, 5765,” care of . 

Situations Wanted quality work; also Hamilton electric TOES : 
(sulf c= oast or Ko rida: address, S or. & r* “4 VW \ é* HM A K | ,r. 
»1094,"" care of JC K. permane position n Phoeni 


WANTED, PERMANENT » OSITION in IAMOND BUYER; many years’ experi- 
Western Sf a te ‘ ve ars’ ch é xX pe ri- ( top imp rte r seeks opportunity ; 
‘ e ‘ years ol nal , one hild peice es knowledge sources head dent 
bad habit: celle ‘eferences B. B. A. mark etins gy- address, “N, 5654,” 
lidress. “ 5666." care of JC-K care of IC-K DTAMOND \SSORTER 
. vears’ experience assorting | : 
ATCHMAKER, good mechar 144 Ss IXPERIENCED SILVERWARE RE- an matching peer for nanufa 
ne store; importer PAIRMAN on sterling, plated hollow- urers: desires siti o00se 
argee reps irs stimating. sal New ware and antiques ete.: desires ste ady, | house hondable : NY Yc 
rk City . ad permanent connection; sober and re- 5757.” care of JC-K 
liable; address, “S, 5731,” care of JC-K. 
: STANDING DIAMOND MAN 
JEWELRY REPAIRMAN, stone and dia- ow expert strong time sales I 
mond Setter wants position with fir > stor $9. 000 suis commensurate 
large store: 35 years’ experience i = *- y, N . 
ewelry store shops; finest character 


address, “N., 5672,” care of JC-K 





ORDER BLANK FOR CLASSIFIED ADS 


ALL ORDERS: CASH IN ADVANCE 


Jewelers’ Circular-Keystone 


Chestnut & 56th Sts. Under the Heading of place the Following ad: 
Philadelphia 39, Pa. 


Please check if box No. Wanted [] Name (Please Write Plainly) . 


——4 


Enclosed is Check [_| or Money Order [7] Street 


——~ 














MANAGER-SALESMAN, tix 
ified all phases jewelry busi 
background would | ( 
locate; assume full responsibility; 
location optional; address, “J iv 
of JC-K. 


Years 
Cafre 


NTELLIGENT 

MAN; diamond expert mid 

lay week, salary required 

highest unimpeachable credentials; 

town Manhattan or Newark: 
21, e » JC-K 


7! K. 


SHOWROOM SALES- 


fifties 


Mid- 


addres 


= _ Care >) 


A TCHMAK ER, ENGR 
-WELER, CLOCKMAKER: 
(perience sowman graduate: 
ice fine stores; complicated 

toration lty; finest refs 

Lddress i J 


Care ( ‘ 





ATURE SALESMAN: large follow- 
ing New York State and New Eng- 
land; diamonds, watches, silver or 
jewelry; ability to check credits 
and to collect: address “G., 5663.” 


eare of JC-k. 


é X pe ~ 
age 40, 
arance, 
perma- 

ianarere- 
prefer 


yr: 
if 


nan 
answel! 
Is about 
anywhere 


\ 


"TIVE WOMAN many 


in all ftacets of yr 


) ring 


uvyiIng Se 
ice routine 


rie eption 


1gZs diamond 
} , 
++ 


references 


IC- 


ANAGER, EXECUTIVE; 41 years 
oid, family man; 25 years experi- 
ence with all phases credit jewelry 
business; has owned and operated 
successful large volume store for 
past 12 years; prior, manager for 
large credit jewelry chain: desires 
permanent position in warm clim- 
ate; address, “J, 5727.” care of 


JC-RK. 


310.000 - 


TEXAS, 


PROFESSIONAL RETAIL 
for half a lifetime: U. S. 
now abroad: varied 
assume supervisory 
tant 
ent firm: gemologist-designer 
(gold and platinum) jewelry a specialty 
diamond grading, j 
setter: member of A. G. S. 33 
finest character refined 
eligible for 
$8 500 first 
care of JC 


born 
capabilities ; 
capacity as 


gentleman 


address 7 
<A sa . " as 


Vear 


M YOUN#s 
managing a 
rienced in all 


business Il ha 


? married famil\ 
credit jewel 
phases of 


AT qd capability to satisfied 
salary fr you can otter 
ortunity roy mvself 
I then man ° 
fast Coast 
W « aT ie af 
permanent opp 


1 the 
the 


S \ »i4 


LONG ESTABLISHED salesman 
following in New York and sur- 
rounding area seeks top Fine; ad- 


“FF, 5764.” care of JC-K. 


with 


dress, 


SEASONED MANUFACTURER’S rep- 
resentative with well established fol- 
lowing selling wholesalers and job- 
bers in Southern States and North- 
east seeks one additional manufae- 
turer's line; address, “J, 5763.” 


‘are of JC-K. 


OKLAHOMA, LOUISIANA. NEW 
MEXICO AND ARKANSAS representa- 
tion available: write TOLA Tumble- 
weeds, Southwestern Gift and Jewelry 
Traveling Men's Association. c/o David 
A. Shapiro, Executive Director. 
2004, The Dallas Trade Mart 
Stemmons Freeway, Dallas 7. Te 


Suite 


>) 

2100 

> 
. 


\as 


JEWELER 
citizen, 
can 
aSsis- 
to owner or president of independ 

diamond 


jeweler and diamond 
} years ; 


bonding minimum to start 


-—oO #9 
21 So, 


man 


ve too much initia- 


Side Lines 


STERLING SILVER SALESMAN 
for Middle West and Far West 
sterling hollowware line: address 


of JC-K. 


Men - E it ¥ 
York C \ rid 


commissior 


SiDbE LINE SALESMAN, 
for Metropolitan New 
established house; 
replies confidential 
Y JC-K, 


basis 
address, “S, 5762 


. ‘ ~ 


‘ 
represent importer 


large imp 
wholesalers n 
Zaltimore, Washing- 

1ission basis iddares 


JC-K 


‘Ings to 


ithe r 

ns Penna are 
Carolina and Tex: 
WINDSOR WATCH 
Box 443, Rock Islan 


STRAI 


; 
’ 


2 


costume jewelry: fast 

competitively priced: sui 
fF itt, jewelry, spe 
territories open 20% 


iddress. \ 4 76% , Care 


LEADING WATCH STRAP MANL- 
FACTURER, revising distribution 
setup requires salesmen in various 
territories to wholesalers, etc., excel- 
lent opportunity for top men; ad- 


dress, ““W, 5769,” care of JC-K. 


SALESMEN WANTED: territories 
for a few men to carry side line of new 
pat. pend. gold on sterling popular price 
stone rings; small one tray line: con 
basis; write DEE-JAY MAN- 
UFACTURING COMPANY, 627 First 
Ave. No., Minneapolis 3, Minn 


ri 1 ) 
T ISSioOnNn 
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established matni- 
ladies, 
colored 
and signets: selling to whole- 
address, 


SRG, ; : t S New- 


AL, ESMEN to represent 
turers 10K gold ring line 
misses, boys’ babies’ 


ission basis 


NATIONALLY FAMOUS = Jason-Le- 
maire binoculars, barometers, tele- 
scopes, microscopes, cultured pearls ; 
Greater New York, New England, 
part Penna.; JAKE LEVIN & SON, 
12th & Walnut Building, Kansas 
Citv, Mo. 


'S imported jewelry f sa 
a territories presently excit 
stributed only to religious trade 
expand to jewelry tra 
basis ; address, GOL HE 
[ENN A INC 
aceon 0. N 


“D a ntati 
in sterling silver 
n commissior 
ames and sterling gift 
ries open: Western States 
n and Midwest 
i73.”"’ eare of JC-K. 


sTates aqgaaqa 


RESENTATIVES WANTED Eestab- 
ished manufas carer launching a new 
ne of unique giftware: sold through 
artment Be jewelry and gift 
exclusive territories available: in 
advise territory you now cover 


full: address, “K., 5786." care 


KESMEN with established territory for 

South, Midwest ‘ also New York and 

‘enna to carry a popular priced gold 

line and diamond line mmission 

drawing: state experience sore . 

and references CH Ww AR L 
VELRY CO INC 50 E st., J 

10, New York 

ACTURERS'’ REPRESENTA- 

with wholesale je a er watcn 

‘ial supply and retail chain jewel- 

following to represent nationally 

own manufacturer of watch straps 

ust be experienced to sell established 

accounts; open territories: Metropolitan 

New York & New England territory 

address, “C, 5656,.”" care of JC-K. 


SALESMEN ; for a complete line of watch 
bands in gold filled and stainless stee!] 
sold directly to retailers: an excellent 
entree line because of our reputatior 
for quality, price, service and depend- 
ability only states now available for 
overage Missouri, Kentucky, Tennes- 
ee fae a and Washington: ETON 
JE WELRY MFG. CORP., 56 W. 45 St 
New r rk 36, N. Y 


MANUFACTURER with record of 15 
successive growth years, now set- 
ting up costume jewelry division; 
openings in several territories, in- 
cluding N.Y.C.; we are embodying 
a unique line that will be difficult 
to copy; our origination is endless- 
lv restylable; deserves the attention 
of top men, with pipelines into bet- 
ter retail and specialty stores; please 
furnish details of background, pres- 
ent affiliations and territory; ad- 
dress, ““L, 5772,” care of JC-K. 


SALESMEN WANTED; jewelry, dia- 
mond, watch men accustomed to 
handling fine goods and who would 
be permitted to sell a non-conflicting 
short line of sterling silver made 
by a leading nationally known, long 
established manufacturer; this 
would be a continuing operation 
with steady reorder business; com- 
mission basis; please give full in- 
formation and exact territory trav- 
elled; address, “W, 5790.” care 


of JC-K, 
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MANUFACTURER of costume jewelry 
selling direct to retail store for 14 
years, now has openings in several 
territories; our line consists of 2 
‘ases, paying 15% commission; we 
are one of the top rated manufac- 
turers producing prong set rhine- 
stone and colored stone items as well 
as beaded items; only experienced 
men selling to retail and specialty 
stores need apply; give full details 
as to territory, past and present 
firms; address, “L, 5640,” care of 


JC-K. 


Help Wanted 


SALESMAN who is looki ing for small 
Lhe VW ith large potent ial c Food fol- 
q areas open; commission ; 
“M. 5745.’ eare of JC-K. 


wine 9 Tew 


— 


address 


SALESMEN: represent manufacturer 
of 14K charms and diamond rings 
to retailer; address, “R, 5737,” care 


of JC-k. 


DIAMOND SETTER AND JE 
WORKER: §fine _ store, Jacksonvi 
Florida; prefer man over 40 
experience permanent job 
man; address, “‘U, 5701,” care 


SALESMEN with established following 
for Southeast and West Coast; 
sent well known manufacture r 
r plated hollowware and 
commission basis: vet ond 
eare of JC-K 


WANTED: manufacturer jeweler and 
diamond setter to do repair work and 
special order work; permanent posi- 
tion: address, “J, 9760,” ca » of JC-K 


NGRAVER experienced in lettering 
and inscriptions on gold jewelry and 
sterling silver; permanent salaried po- 
sition in fine Connecticut retail store; 
address, “S, 5770,” care of JC-K 


WATCHMAKER 
week ideal working 
Northern io §6C ity, 
tate age, experience, 
in first letter 


- 


of JC-K. 


experienced; five day 

conditions in 
permanent job; 
salary expected, 
address, “R, 2165,” care 


RESSIVE SALESMEN wanted by 
importer of cultured pearls to sell in 
New York, Phila., Baltimore, Boston 
and Washington; responsible men may 
carry non conflicting lings address, “G, 


5655.’ care of JC- 


SALESMAN: retail diamonds & jewelry 

in one of Conn. finest stores: excellent 
opportunity for smart man of good per- 
sonality and appearance: state details 
ar first letter; address, “M, 5782,” care 
f JC-K 


pape yricrenesty Ma SALESMAN to repre- 

it manufacturer wedding rings, mount- 

Giamond ring, etc., calling on bet- 

retailer in Shatresetitan area in 

York ‘end radius of 100 miles; 
address, “G, 5726,” care of JC-K. 


SALESMAN, WITH FOLLOWING, for 
the new Hadley Watchband line, 
selling direct to retail jewelers; send 
complete resume to JACK R. 
STORTI, PRES., HADLEY CORP., 
580 Fifth Ave... New York, N. Y. 


"'ATCHMAKER, experienced in _ better 
class work for fine progressive AGS 
type operation; must be reliable and 
well qualified: commission or salary 
based on production; full particulars, 
first letter address, P. O. BOX 11639, 
Tallahassee, Florida 





SALESMAN wanted for states of ?l’enna., 
Ohio, Indiana and Illinois; delivery and 
sample diamond rings; resident of area 
preferred ; travel by car important; will 
consider non-conflicting line; give de- 
tails in first letter: address, “K, 5775,” 
care of JC-K 


JEWELRY STORE; long established, 
prominent, in downtown Cincinnati 
location, needs capable manager to 
assume responsibility, share in own- 
ership and profits; state age, ex- 
perience and references; address, 


“R. 5646.” care of JC-RK. 


SALESMEN with folloy 
and Midwest: dyna! 
well mere oo ge ctr 
offers liberal iz accoun l 
mission and ion: opportunity 
qualified mar give us full 
tails in your firs 
5774.” care of 


retal : 
established importers 
7 and ke Swiss watche 
tor alarn and travel 1] 
iddress, BANCOR WATCH 


i7 St New York C 


WA 
ev 
Rico vr é 

$125 per 

CliOUS alr-CoO!l 

ity Work 


{ li CHS 
JEWEI 


SALESMAN for Virginia, N. Carolina: 
must have following: call on old 
established territory; best lines jew- 
elrvy, clocks, silver, ete.; draw 
against commission; full details 
first letter; MAX KOHNER, INE 
21 W. Baltimore St... Baltimore I. 
Marvland. 


WATCH SALESMAN imp 
known uality iationallys 
has ‘ pen ing in 
adjoining 
man with 
tor rig 
account 
confidence 


1C-K 


MAN W ANTE D: natio 

acturer of silver hollow 

re, distributing through 

‘ade, has territory ; 

gland States and N: 
York St: - only compe 
have covere the territ 
sidered 


4 
A, 


MAN \GE R WANTED fo 
cre jeweiry store in 
must be experienced in 
credits, collections, displa 

others — apply 
VYENB iM ROGERS 
a2 W. “Matin St., Clarl 
tating age, experience 
nclose recent phot 


PH'’S, DEPENDABL 
one of the larwges 
chains in East, with |! 
Syracuse N. Y., need 
sive credit jewelry salesmen 
become managers; good 
unlimited opp ' 
write S. W : 
Svra 


, 


WATCHMAKERS and departn 

agers; openings in | 

ropa departments in 

department store throughout « 

tablished company nl 
nterested in permanent position 

ent working conditions; high pay ; 

age, experience. People’s Watch 
Company, 245 23rd St., Toled 


assed W i 


jeweiry 


seeking 





TOP FLIGHT MANAGER for large 
jewelry store in Ohio; must be thor- 
oughly versed in all phases of man- 
agement, including creative selling, 
merchandising, credit, display and 
training programs; $11,000 guar- 
anteed salary, plus incentive; state 
complete background and submit 
snapshot; all replies are confiden- 
tial; address, “P, 5776.” care of 


JC-K. 


GORDON'S QUALITY JEWELERS 
will open approximately 20 stores 
in Florida, Texas, Louisiana, Arkan- 
sas, Alabama, Mississippi and Ten- 
nessee, also in Puerto Rico in 1960; 
we need good hard working well 
experienced managers; excellent 
salary plus sales incentive earnings; 
many benefits which include the 
famous Gordon Profit Sharing Plan; 
if you can qualify write at once to 
H. B. GORDON, PRESIDENT. 
GORDON’S QUALITY JEWELERS, 
600 Stewart Bldg., Houston 2, Tex.; 
all replies in strict confidence. 


ATCH SALESMEN 

AZLZTeESSIVE aiesn 

ine aTHOne: retali 

(“ROTON SUSSEN } 

NIVADA (FRENCHEN line ppol 

tunity to make gO mone’ draw 
mission: all re wae held in 

eg i 


~~ 


eountry 
nospitaiizatio! 
person 


ANAGER WANTED FOR ATLAN- 
TA’S LARGEST RETAIL DIA- 
MOND & JEWELRY FIRM: won- 
derful opportunity for experienced, 
reliable man: must be aggressive 
salesman and capable of handling 
substantial diamond and_ jewelry 
sales, as well as have the ability to 
train others; permanent with excel- 
lent potential and growth; salary and 
bonus commensurate with ability 
and background; replies held in 
strictest confidence; give complete 
resume with present and past earn- 
ings and experience; reply “PER- 
SONAL,” MR. H. ELLMAN, CITI- 
ZENS JEWELRY CO., 195 Mitchell 
St. S. W.. Atlanta 3, Ga. 


———EEE 


DIAMOND RING SALESMEN: 
ally known diamond ring mfg. seeks 
2 aggressive, hardhitting promotion- 
ally minded experienced salesmen, 
capable of earning $20,000 a vear, 
minimum; if vou are a self-starter 
with a proven sales record and have 
a following among well rated retail 
jewelers, we want to hear from you; 
territories available have been 
covered for years and we have an 
excellent following; substantial draw 
against commission to the _ right 
men; write full resume in first let- 
ter; all correspondence will be re- 
ceived in strictest confidence: W. F. 
SEBEL CO., 315 W. Sth St., Los 
Angeles 13, Calif. 


nation- 


For Sale 


Stores. Stocks and Businesses 


OLD ESTABLISHED jewelry store in 
heart of New York City; address, 
“B, 5735.” care of JC-K. 


Miami, Fl 100° 


JEWELRY STORE >. s 
address, “P, 


locatior years ; 


jewelry stores for sale; 
account of illness: ad- 
dress, “B, 5759,” care of JC-K 


TWO MODERN 


must Se ii On) 


OPTOMETRIST; 54 years 
tion > wall & 5 show cases 


address T. W. ROSE 10409 


‘leveland (ohio 


-Y STORE, Puget Sound area, 
: seat: $7.500 inventory, cost 
lots of re- 
trouble 


excelient reputation, 
i complete store; eye 
9767,” care of JC-K. 


tablished and re 
velry store: gross 
present inventory 
000 plus fixtures 
‘e of JC-K. 


MANUFACTURING 
established for many ye: 
JuSiness, is f 


write 


IEWELRY STORE 90,000 
acd oOimineg Ne Walia N J ; 

$ * Chenes re? ; iZ.VvuUu takes ai 

fixtures, et half cash 


y 7 
Ji 


ONLY A SMAL f IT ~ 
bu’ a rine ~ A i ) 

| iiessS for sale 
ine opportunity 
his own 


-j \ 


TOR t | 
ju y i ,all around 
needed audited $16.000. will 
$6,00 we will displays 

ines Oy] Sup-iea ed Spat t 


addres "a i Si 


OW RNSBORQ 
red { iewele 
year; modern 
partment, G. E = 
address OSWAL 
Owensboro, Ky} 


BUSINESS FOR SALE; 10 vears in 
present location without competi- 
tion; lots of watches & jewelry re- 
pairs; low rent; reasonable offer 
accepted; address, “D, 5720.” care 


of JC-h. 


ESTABLISHED JEWELRY STORE in 
Western Ul. S.; 1959 gross sales 
$100,000; completely remodeled in 
A-| location; no chain or discount 
competition; ill health; sacrifice 
$25,000; terms can be arranged: 
address, “E, 5685,” care of JC-K. 


QUALITY JEWELRY STORE: fine loca- 
tion in Western Illinois area of 270,000 
carrying finest lines in sterling, jewelry, 
watches and diamonds; also crystal and 
china; excellent opportunity for chain 
or individual operation; approx. $75,000 
will handle; selling for reason of heal th; 
ADDRESS, BOX 362, JC-K, 360 N 
Michigan Ave., Chicago 1, [inois 


, 


ONE OF 


MLORID 


CENTRAL OHIO’S finer 
prestige jewelry and gift stores; top 
corner location, 2 floors, 7 show 
windows; top. sterling, china and 
crystal lines; $90,000 volume; in- 
ventory $30,000 plus $15,000 accts. 
receivable; est. 1917; population 
11,000; very modern, air condition- 
ed; good lease; owner retiring; ad- 


dress, “E, 5792.” care of JC-RK. 


JEWELRY STORE, ST. PET- 
ERS SBU G:; established jewelr 
downtown L00c¢% location, doing ex- 
eellent business: very clean invento! 
consisting of approximately $25,000 in 
diamonds, $4,000 in watches, $2,000 in 
solid gold jewelry; long lease, low rent 
interests force me to sell or 

in a working partner; 

tion write, “G, 5771, 


* + ¥ 
\ “MiLdopte 


ESTABLISHED “fine 
seat; top lines, fine 
ash and credit: 100% ‘ 
remodeled air-conditioned 
oo income: sell fixtures, 
unts receivable, some 
rrowing, medium size, Central 
City: excellent fishing nearby ; 
and leaving because of pers 
lems; address A, 5740 


JEWELRY STORE in a beautiful town 
in Western N. Carolina, population 
8.000: summer resort and substan- 
tial industries; year round busi- 
ness: exclusive franchises all lead- 
ing lines of silver, china, crystal; 
excellent diamond business; year- 
lv sales $125,000 net; watch repair 
over $15,000: rent $200; clean 
stock: $30. 000 will handle; address, 
“C, 5729.” eceare of JC-K. 


mode rn jewelry 
oh I vyestern world fan 
with a local population of 
annual visiting popula 
million; excellent credit 
active watch repair de- 
clean stock of diamo 
brands of watches 
ind gift ware 
art of city: reti 
700, care of jC 


Business Opportunities 


auctioneer. 
Briargate 


ANTHONY J. GREGORY. 
6748 N. Ashland: 
1-7303, Chicago 26, Ill. 


.: desires partne! 
elry stor Florid 
rulf © 
*-K 


FINKELMAN, 

* since 1923 | 

for diamor! 
stocks. Call « 


a . 
rerTerence Vi 


'TIONATI OPPORTU NIT 

r sale Pe rt Chester, gt 
le welry store, air conditi 
top location, immediate oc 


phone, TO 9-3388 or WE 9, 1887 


AMERICA’S BEST KNOWN jewelry 
Auctioneer; over 40 vears in this 
publication as an advertiser; 
THOMAS J. FAUSSETT, 521 Flem- 


ing St., Howell, Michigan. 





VW 


ILSON SALES SYSTEM, 106 Thornton 
st.. Albany, N. Y.: sale and manage- 
ment specialists since 1919: over 1500 
jewelers have used our services: also 
buy stores for cash: write. wire or 
telephone ALBANY 5-1103 


SAMUEL GANSBURG, INC., will buy 


your surplus or entire stock and fix- 
tures; highest prices paid; bank and 
trade references. Write 15 Maiden 
Lane, New York, Telephone REctor 2- 


} Livi 


‘ILL CONSIDER a good qualified man- 


ager, with capital to invest in a jewelrv 
store doing from $300.000 to $400.900 
per vear: must be rood in all phase = 
in a large cash and credit store: ad- 
dress, ““‘W, 5758.” care of JC-K. 


HIGH GRADE — NORMAL HAIR- 


DO YOI 


SPRING VIBRATING; sinee 1921: 
service available to jobbers: mail 
orders promptly handled: EMMA 
GIRARDIN, 96 Rumson Rd., Little 
Silver, N. J. SHadvside 7-1283. 


RILL AND COLMES, auctioneers- 
sales specialists; 45 West 45th St.. 
N. Y. C., over 35 vears successful 
retail or auction sales for jewelers 
throughout the country; highest 
references; see our ad. page 136. 


NOW person: 


BOOKING } 
onsignment goods Hest 
anywhere: lowest ter? 
results Fuaranteed : 
cf money YOU m 
top HARR 4 
PROMOTIONS. 
Ave Kokomo, In 
7 ; “er~ 


wads ne s,s 


I 


1) 


JEWELERS SALES SERVICE: a pro- 


fessional sales organization to 
serve you: ALUCTION-ACTION,: re- 
tail or liquidation: 25 vears sale 
experience; your reputation pro- 
tected; immediate cash for store. 
stocks, fixtures; PHONE. WIRE. 
WRITE; 51214 S, Main St.. Los 
Angeles, Calif.;: Phone MAdison 
6-0828. 


DEALERS LIQUIDATION SERVICE: 


The West Coast’s largest specialists 
in AUCTION—ACTION—PROMO. 
TIONAL—CLOSEOUT — RETIRE- 
MENT SALES; cash buyers of 
entire inventories and estates: for 
information at absolutely no ob- 
ligation PHONE—WIRE—WRITE 
to DEALERS LIOUIDATION SER- 
VICE, 742 N. Highland, Los Angeles 
38, Calif.;: OLeander 5-6496. 


WANT TO SELL YOUR 
BUSINESS? DO YOI NEED 
CASH? We will pay cash or con- 
duct a flat or supervised auction 
sale; we have conducted over 1000 
sales in the past ten years alone; do 
not accept less than 100c¢ on the dol- 
lar for your inventory, accounts, or 
fixtures; WRITE... WIRE... 
CALL COLLECT ... We will come 
to see you in your store at our 
expense; you are under no obliga- 
tion; SILVERMAN SALES ENTER- 
PRISES, 580 Fifth Ave., N. Y. 36, 
N. Y. Tel. PLaza 7-4693. 
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PLATINUM 


MARTY MILES SALES, INC.; guar- 


antees quick action-cash profits; 
our service costs you nothing; tes- 
timonial letters from hundreds of 
jewelers prove the cost of each sale 
is turned into a profit by terrific ex- 
tra volume of sales profit-wise our 
efforts produce for you; every sale 
is carefully analyzed; planned in 
advance and is under constant su- 
pervision of our extensive staff; 
you can afford the best; write, wire, 
phone, MARTY MILES SALES, 
INC., 1835 Stevens Forest Drive, 
Suite 104, Dallas, Texas. Phone 
WH 1-5737. 


Wanted to Purchase 


ARE YOU PLANNING TO GO OUT 


OF BUSINESS? You owe it to your- 
self to consult (without obligation) 
America’s oldest, largest and most 
reliable service in cash buying and 
liquidating jewelry stores and stocks, 
write for our free booklet, “Dollars 
and Sense Facts About Selling a 
Jewelry Store.” (See our page 7 ad- 
vertisement) GORDON BROTHERS. 
38 Bromfield St.. Boston, Mass. 
Hancock 6-3233. 


SS in sterling pi: 
Lady Mary 
we also buy BUSC 
S. 4th St., Louisville 


SCRAP WANTED: $3.00 
ner dawrt. : 1kK. gold $1.22 per dwt 
L4K, 95¢: 10K, 68e€: silver, 65¢ per oz 
id filled: ship as is, 
Ee. SIMMONS RE- 
Orleans St., Chi- 


FOLD AND JEWELRY WANTED 
mmediately for surplus stock, odd 
items; we also pay highest prices 
gold silver and platinum scrap 
yins, diamonds, gold filled, etc.: 
particulars, write, WILMOT’S 

D, Bridge, Grand Rapids 4, Mich. 


‘s for trade-in watches 


‘EL-MANX FOR QUICK 
gold: money by return 

| fo all makes and models in 
trade-in watches in any quantity; all 
shipments held intact for your ap- 
r Dun & Bradstreet and Na- 

nk of Commerce (“el-Max, 


Memphis, Ten- 


Main St., 


WE BUY OLD GOLD; diamonds; an- 


tiques, watches, silver, platinum, coins ; 
we will pay up to 25% more than any- 
me else: be sure to get our offer: 

within 24 hours no stock too 

, too small: our check by return 
mail; your shipment held intact 190 
days, subject to your approval; refer- 
ences Fla. Nat’l Bank of St. Peters- 
burg Jewelers Board of Trade; 
HENRY JEWELERS, INC., 462 First 
Ave. No., St. Petersburg, Fla 


NEED CASH? READ THIS. Reason why 


I pay up to 25% more than others 
for diamonds, watches or anything 
around store—I have a retail store and 
manufacturing shop; will give much 
more than scrap gold price for old 
mountings, etc.: will send air mail let- 
ter same day the amount of your check ; 
If not satisfactory will return insured, 
prepaid; get my offer first: transac- 
tions confidential; references; JEWEL- 
ERS BOARD OF TRADE or your 
bank; BROMLEY, Dept. 11, 35 Fifth 
St. N. (BROMLEY BLDG.) St. Peters- 
burg, Florida. 





QUALITY 


TEWELRY 


CASH in: send us your watch move- 


ments, watches, diamonds, old spec- 
tacle frames: gold filled scrap, sil- 
ver, gold and any other precious 
metals and jewels for highest 
prices; we send you a check at once 
and hold shipment intact for your 
approval; references; National Bank 
of Commerce, Memphis, Tenn.; 
Jewelers’ Board of Trade, Dun & 
Bradstreet. Weinman’s Dept. Kk, 
108 Beale Ave., Memphis, Tenn. 


Watch Work, etc., for 
the Trade 


RELIABLE TRADE wat 
ee 


cellent service; éié 


cases PD lished; work 


sonable prices; all wat 
CAPARO, 1018 Bel! 
town, Pa 


watch repairing our spe- 
cialty for 25 years; perfect work- 
manship, finish, timing, trial ship- 
ments solicited; OSCAR ARON, 62 
W. 47th St., New York, N. ¥. 








Special Order Work and 
Repairs for the Trade 


repairin 
furnishes lia? r 


TACOBSON 
—. 
;tre i 


Watch Work, etc., for 
the Trade 


BOSTON, MASS.; expert and guara 


rs 


watch repairing Watchmaster tes 

prompt ryvice prices on | 

orders invited ‘ID MI 
St., Tel. Hl 


109-R 


! j 1es7 } ; j 
DAL & om 
} 2-9547 


? 


COMPLICATED watch specialists; fine 


watch repairing to the trade; five days 
watches timed, tested and 


Qe 


service: all 
guaranteed 25 years experience stu 
dio Watch Service, 1510-20 E. Dela 
ware Place, Chicago 11, II. 


DEPENDABLE FINE WATCH repairing 


for the trade all work electronically 
tested: prompt service; dial-printing 
and casing is our specialty; reasonable 
trade prices; exceptional fast mail order 
service: PERFECTA WATCH REPAIR 
SERVICE, 125 W. 45th St., New York 
36, N. Y 


‘ 


CLEANING-OVERHAULING; 


cleaning: bal. staff cleaning 
stem-crown only $1.00; staff only 
guaranteed; PRECISION WATCI 
PAIR CO. 817 Sixth Ave., New York 
.me 2 
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TEETH FOR THE STAMPING LAW 

Our forefathers in the Jewelry business were 
probably filled with pride on June 13, 1906. For 
that was the day when the Federal Stamping Act 
became law. 

This Congressional act set up standards of fine- 
ness for articles stamped with a quality mark and 
made of gold, silver or an alloy of those metals. 

It was a fine law, so far as it went. But it 
didn’t go quite far enough to protect retailers, 
manufacturers and the public against fake stamp- 
ing. The big loophole in the Stamping Act was 
this: It did not require a trademark to accompany 
a quality mark. 

Ethical retail jewelers have often suffered em- 
barrassment because of the absence of a maker’s 
mark or fraudulent quality marking. 

Consider how you would feel if you had the 
following actual experience: 

A store bought 14K wedding rings from several 
manufacturers, who were identified only on the 
tags. A customer tried on a size 6 made by one 
manufacturer, and a size 614 made by another 
manufacturer. The customer later complained 
about the ring she had selected, and the store got 
no satisfaction from the company which it as- 
sumed to be the manufacturer. The company de- 
nied having made the ring. It hadn’t. The store, 
unwittingly, had switched the tags when the cus- 
tomer tried on the rings. 

And imagine your being in the following pre- 
dicament: 

A large chain organization bought a quantity 
of rings, stamped “14 Karat.” It sold these rings 
in good faith as being exactly as they were 

1arked. Then a customer said her ring didn’t 
look right after she had worn it for a short time. 
The concern tested some of the other rings in the 
same lot. They assayed only 834 karat! 

No wonder this retail jewelry concern was cha- 
grined. Through no fault of its own, it had risked 
its reputation by selling jewelry with a false qual- 
ity mark. No wonder the manufacturer of these 
rings could offer them at a low price. 

A few weeks ago, the Jewelers Vigilance Com- 
mittee succeeded in having bills introduced into 
both Houses of Congress to patch up the ailing 
Federal Stamping Law. The proposed amendment 
requires that whenever a quality mark is applied 
to gold or silver jewelry, plate or other merchan- 
dise, the trade mark or name of the manufacturer 
or distributor must be added. 

Perhaps, due to the peculiarities of our indus- 
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try’s pattern of distribution, the requirement for 
a trademark may pose certain difficulties. But 
opposition to trademarking will come chiefly from 
members of the unethical fringe, and they will 
keep their feelings to themselves. This leaves the 
rest of the industry on the side of the angels. 

Major trade groups are in solid support of the 
amendment. The Manufacturing Jewelers and Sil- 
versmiths Association of America Inc. calls it 
“necessary for effective enforcement of the qual- 
ity laws.”’ The National Association of Wholesale 
Jewelers believes it “would serve to protect the 
buying public from deception and the responsible 
jeweler from unfair competition.” The Retail 
Jewelers of America, Inc., and the American Gem 
Society say likewise. 

Unfortunately, a few resolutions and the ab- 
sence of opposition do not insure the bills’ passage. 
Congress has much business to attend to and its 
members are eager for an early adjournment in 
this election year. 

The amendment can be passed at this session 
if enough of us show Congress that it means 
enough to us and the public. The first job will 
be to get the bills reported out from committee. 
How to do it? Write to Senator Warren G. Mag- 
nuson, Senate Office Building, Washington, D. C., 
telling why you support S. 3107, the bill which he 
and Senator John A. Pastore introduced on Feb. 
26. (Senator Magnuson is chairman of the Sen- 
ate Interstate and Foreign Commerce Committee. ) 
And write a similar letter to Rep. Oren Harris, 
chairman of the House Interstate and Foreign 
Commerce Committee, House Office Building, 
Washington, D. C., requesting the passage of H.R. 
10782, which Rep. Peter F. Mack, Jr., sponsored 
on Feb. 29. 

Also ask your own Senators and Congressmen 
to support this long-needed change in the law. 

Today, right now, when people are becoming 
more sophisticated, and when resentment is grow- 
ing against payola in all its forms, let us welcome 
this opportunity to protect our industry from the 
skepticism of the public. 

In a world disturbed by prevarication, let us 
who work in noble metals, and who take pride in 
the fact that gold and silver have become symbols 
for life’s finest expression, take action to restore 
and preserve the public’s confidence in us and in 
the good name of our merchandise. 
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COMPANIES 


Your sales message should be in the 
1960 JO-K JEWELERS’ DIRECTORY ISSUE cusication wieyear 1960 


CLOSING DATE MONDAY APRIL 18 


(for space reservations) 
(for complete copy May Ist) 


to be the most reliable, most important hand- 
ever put at the service of the jewelry industry. 
pages will be filled with “verified” information 
needs and can’t find through any other single 


This is designed 
book of its kind 
Its (over 500) 
the industry 

source, 

Your advertisement can be placed in the area of your merchan- 
dise-listing in any of three primary sections, 1. Merchandise 
(for resale) Jewelers’ Services and Supplies or 3. Manufac- 
turer’s Suppliers or, in the “Yellow Section,” listing some 5000 
suppliers with addresses, telephone numbers, etc. The 22,000 
‘verified’ circulation covers key buying locations where this 
issue will have day-after-day, year-long use by those seeking 
sources-of-supply. 

Your sales message should be 
can follow later.) 


JEWELERS’ CIRCULAR-KEYSTONE 
A Chilton Publication 
Home Office: Chestnut & 56th St. Philadelphia 39, Pa. 


NOTE: SEE PAGE 3 of this magazine for personnel, address 
and phone number at your most conveniently located office. 


there. Reserve space now. (Copy 





Perfect balance of beauty. function and durability...that’s Oneida Premier 
melamine. Finest craftsmen planned it that way. Wouldn't settle for any- 
thing less. Reinforced rims and high foot of the flat pieces...sculptured 
handle and thin. rolled edge of the cup are only a few examples. And 
Oneida gives you pre-tested patterns...free displays... gift pieces... 
national advertising ...fast. local distribution. All pay off where it counts 
—in your sales figures. Your Oneida representative will tell you about 
exciting ‘60 plans for Premier and popular-priced Oneida* lines — 
the dinnerware that’s ‘elegant as fine silver, carefree as stainless.” 


ONEIDA SILVERSMITHS @# 


makers of Heirlioom* Sterling + Community* Silverplate «+ Oneidacraft* Stainless 
1881 Rogers * * Silverplate « Tudor* Plate Oneida Community 


= £ 


BRIGHT MORNING” AUTUMN MEMORY” ENCHANTED GARDEN’ WINTER SONG" CORONATION” 
[ONEIDA PREMIER®) ONEIDA PREMIER*) {ONEIDA PREMIER®) [ONEIDA PREMIER*) (ONEIDA PREMIER*) 


“Trademarks of Oneida Ltd. Oneida NY 
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